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Sales offices in Principal Cities 
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Why General Mills chose 
Robo-Wrap for Pick-A-Pack 


This new Robo-Wrap at General Mills’ Chicago plant will soon be 
joined by 2 more machines—because it has been proved that Robo- 
Wrap increases the efficiency and economy of their packaging operation. 
Tue Robo-Wrap forms, fills and seals pillow packages. Under produc- 
tion line conditions at General Mills, the Robo-Wrap cruises at 100 
bags a minute and can run at 120...it provides a better seal and 
fewer rejects even at these high speeds because its unique hand-over- 
hand action holds jaws in sealing position for a longer time . . . it mini- 
mized work stoppages due to torn paper roll stock because the com- 
bination mechanical and hydraulic jaws exert a strong, jerk-free pull 
... it is easily adaptable to handle a variety of other products. 
Robo-Wrap packages in cellophane, paper, poly, plastic or laminates. 
See how it can answer your needs for speed, dependability, easy mainte- 
nance and adaptability. 


Write for Illustrated Robo-Wrap Folder 


that demonstrates features and advantages im- 
portant to you. 


$ 


Photo shows hand-over-hand sealing action. 
Lower jaws, now disengaged, start to go up and 
pass on the outside of still-engaged pair of jaws, 
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Robo-Wrap versatility permits many different 
feeding arrangements. At General Mills, there 
is a volumetric feeder leading from storage hop- 
per supplied from floor above. 
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General Mills Pick-A-Pack Package offers five 
tasty breakfast foods—Wheaties, Cheerios, Ki, 
Trix, and Sugar Jets—in one attractive carton. 
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Randy business 





















) ayne distributing McDonald’s 


"Lady Wayne Chocolates, a long time brand man- 
lactured by Wayne Candies of Fort Wayne, In- 
ana, is on the way out. The distribution of this 
ep has shrunk to the point that its main distribu- 
is through Wayne's own jobbing department 
which does not provide enough volume to make 
amanufacturing economic. Wayne has taken on the 
firs. J. G. McDonald line for this season, and is 
ifting emphasis to it from their own line. 
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‘Loft’s new wholesale line 
) Loft Candy Corp. has introduced a new line of 
Thigh quality fancy chocolates for the wholesale 
de under the name of Carol Stuart. It is a com- 
tely merchandised line, with a complete range 
of iterns. 
Several types of outlets and merchandising plans 
e being tested at present to determine its place 
the field. A variety chain and a drug chain 
now carrying it. 




















tevens names advisory panel 


» Stevens Candy Kitchens has named 10 retail 
candy merchandisers to an ring 4 panel. These 
clude Mrs. Katherine Donfrio, W. Edwards 
»& Sons Co., Syracuse, N. Y.; Sacto S. Burt, Happy 
~ House Shops, Inc., Minneapolis, Minn.; Mrs. Anne 
' Dow, J. L. Hudson Company, Detroit, Mich.; W. R. 
) Preston, G. M. McKelvey Company, Youngstown, 
‘Ohio; Mrs. Frances Smith, Miller’s Inc., Knoxville, 
) Tenn.; Mrs. Constance McAllister, A. Polsky Co., 
) Akron, Ohio; B. J. Tomhafe, Robertson Brothers, 
South Bend, Indiana; and Mrs. Irene Sauer, H. P. 
Wasson Co., Indianapolis, Ind. 
Chairman of the advisory panel will be Karl 
 Zwelling, vice president of Stevens Candy Kitchens. 
Alice Wardlow, Stevens’ director of department 
"store sales, will assist him. 
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Steinberg ad by C of C 


Douglas Steinberg, NCA’s president-elect, has 
been appointed to the Board of Regents of the 
Institutes for Organization Management. The In- 
‘stitutes are sponsored by the United States Cham- 
ber of Commerce and are devoted to the training 
‘of executives through the management develop- 
ment courses given at certain universities. 





















Neal Diller Honored 





The Northern California Candy Club which was 
organized for the purpose of getting workers for 
the 1958 NCA convention held a special meeting 
on October 28th. The announced purpose of the 
meeting was to discuss future plans for the club 
but the actual purpose was to honor Neal Diller, 
White Candy Company, who was general chair- 
man of the convention. A silver candy tray in- 
scribed with words of appreciation for the fine job 
he did was presented to the very surprised Mr. 
Diller. 

Apparently the only decision on future plans of 
the club made at this meeting was to continue 
under the presidency of Elliot Peterson, Miss Say- 
lor’s Chocolates. 


Whitmans builds Ohio warehouse 


Whitman’s has announced the construction of a 
new warehouse in Cleveland, Ohio. Scheduled to 
be completed in early 1959, the warehouse will 
serve Whitman’s dealers in Ohio, Kentucky, west- 
ern Pennsylvania and western New York. 


Cassidy named to labor council 


W. W. Cassidy, president of Sweet Candy Com- 
pany, has been named to the board of directors 
of the Industrial Relations Council of Utah for a 
three year term. 


Quaker City’s windy promotion 


Quaker City has been running a premium offer 
of a “ballon powered” locomotive available for 
25 cents and a box top through its TV commer- 
cial cartoon character “Choo-Choo Charlie.” 
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‘BUTTER CRUNCH 


f 








Here’s your 


Three ways to make it! © Formula 


{ 10 ibs. sugar 
Perhaps we should tell you there’s only one good phage 


way to make Butter Crunch . . . with almonds. 5 lbs. Blue Diamond 


: t J buttered-diced-roasted 
However, you can cover it with milk chocolate, almonds* 


» . . 1 - lt 
or with summer coatings, or with almonds, and any feel 


way you choose will give you candy that’s sure Melt butter to liquid. Add 


3 i sugar and water. Stir 
to be a popular favorite . , . like almost all almond Cautianally. Wash down tides 


; f kettle to eliminate graining. 
candies. Make Butter Crunch with Blue Diamond Cook to 285°. Add salt and = 


: almonds. Stir in well. Remove 
buttered-diced-roasted almonds, or order the from furnace and pour on 


4 ; reased slab. When near! 
thrifty whole-and-broken grade for roasting and sald aun iui temnanns Ubeed 


ee ere 7 ‘ 4” x 4”. When cold, cover one 
dicing in your shop. Write today for prices side with milk chocolate and 


cover with diced-roasted 
and samples. On your letterhead, please. simondé. When chacelate hes 
set, turn over and coat other 
side in same manner. May be 
broken into smaller pieces. 


Try also with summer coatings. 
Blue rey ti MOND, 1S’ 7 on an (or creck) 
fs whole almonds, or order 
Diamond DI A aD D ready-to-use Blue Diamond 


buttered-diced-roasted 
Almonds. 








CALIFORNIA ALMOND GROWERS EXCHANGE BRAND 


Sacramento, Calif. Sales Offices: 100 Hudson St., New York 13 
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... because it is a question most frequently asked 
by discriminating buyers — we will devote our 1959 
advertising to answering ‘‘WHY"’ they buy from 


AND SONS, INC. 


NEW YORK CHICAGO 


DALLAS SAN FRANCISCO 
ENGINEERS 


600 WEST 43rd STREET @ NEW YORK 36, N.Y. 
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and BEST WISHES 
TO ALL... 


FRITZSCHE 
BROTHERS, INC. 
NEW YORK, N.Y. 
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for the asking! 


Due to over-runs, extra stock, and 
need for more space, a number of re- 
prints from The MANUFACTUR- 
ING CONFECTIONER are available 
to subscribers at no charge. Merely 
list the titles you wish on your letter 
head and send to us. 


The Mechanics of Radiant Heat 
Transfer C. A. Mills — 1958 


Low Temperature Storage of 
Candies Dr. Wodruff — 1957 


Why They Buy Candy — And 
Why They Don’t 
Stuart Siebert — 1955 


What Is The Potential Market 
For Candy? Stanley Allured — 1955 


Cransweets — A New Ingredient 
For Candy Stanley Allured — 1955 


Moisture Determination at Curtiss 
Staff — 1955 


How Curtiss Makes Compound 
Coatings Stanley Allured — 1955 


The Function of Carbohydrates 
in Confections 
Justin Alikonas — 1954 


Packaging Chocolates at Johnston 
Stanley Allured — 1954 


How Do You Judge a Whipping 


Agent? 
Henika, Reger & Tenquist — 1954 


Stability of Confections in Military 
Rations 
Cosler & Woodruff — 1953 


Organoleptic Panels — Purposes, 
Objectives & Procedures 
George Gelman — 1952 


Chocolate Viscosity Standardization 
Norman Kempf — 1949 


Some reprints in limited supply. 
Send titles on your letterhead to: 
THE MANUFACTURING CON- 


FECTIONER, 418 N. Austin Blvd., 
Oak Park, Ill. 








Put this LEADER among flavors to work selling your line. 
















Tangy and refreshing . . . 1535 Wild Cherry never fails to win instant and 
lasting friends the first time tasted . . . almost belies the word imitation. 


H. Kohnstamm’s famous flavor chemists have given to 1535 Wild Cherry not 
only a truly distinctive delightful taste but also real heat resistance to hold 
that flavor under high cooking temperatures. 


Get acquainted with 1535 Wild Cherry or other Atlas heat-resistant imitation 
flavors (1500 Line): Raspberry, Grape, Pineapple, Strawberry, Orange, 
Banana, Apple, Pear, Lemon, Lime, Peach, Rum, Rum and Butter. Write, 
wire or phone a trial order today... 


FIRST PRODUCERS OF CERTIFIED COLORS 


HH. KOHRGTARR & COMPANY Enc. 


ESTABLISHED 1851 





89 PARK PLACE. NEW YORK 7- 11-13 E. ILLINOIS ST.. CHICAGO 11 + 2632 E. 54 ST.. HUNTINGTON PK.. CALIF. 
BRANCHES IN OTHEP PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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Premiums gone wild 








Is the use of premiums in bubble gum marketing 


approaching the point of negative return? 


BY STANLEY E. ALLURED 
Editor 


“I sold three mink stoles today” was a comment 
from one candy salesman to us the other day. 
Even one not familiar with current premiums 
could fairly safely assume that this salesman rep- 
resented a bubble gum manufacturer, for in this 
field the use of premiums has reached the highest 
art of reverse selling. 

Over a period of years, the use of premiums 
has grown to the extent that the great majority 
of bubble gum sold is credited to some premium. 
A rough industry estimate is that over 90% of 
merchandise is sold to be credited against some 
type of premium. 

All this premium activity involves candy which 
is billed at what is actually a premium price. It 
is common practice for any of the firms in the 
business to provide a 5% discount for merchandise 
that is not credited against a premium. It is this 
5% discount that distributors are not taking that 
makes the premium part of the business so large. 

This is not the whole premium story. In addition 
to premiums for the buying organizations, there is 
premium packed merchandise for the retailer. An 
example is the “Toodle the Poodle” promotion by 
Philadelphia Chewing Gum Corporation which is 
packed with a box each of the firm’s lc bubble 
gum desserts, 5c cigars and magic colors cigarettes. 
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The poodle is a $2.98 retail item. This merchandise 
also carries a premium price over non-premium 
merchandise. It seems that the trade has a fairly 
uniform difference of 4c per box between premium 
and non-premium packs. 

The eventual loser in this rat race of premium ac- 
tivity is, of course, the consumer. So far, at least, 
the volume of bubble gum business seems to be 
holding up, and gaining at least as much as the 
industry as a whole. However, the present situa- 
tion is fraught with danger. Sooner or later, some 
manufacturer is going to yield to the temptation 
to lower his quality a bit in order to finance a 
bigger and better premium. On the basis of past 
history a lot of buyers will buy it, and the begin- 
ning of the downward trend of the whole industry 
will have started. 

Gne is reminded of the facetious roadside poem, 

“Free, free 

A trip to Mars, 
For one thousand 
Empty jars.” 

For the sake of everyone in the field, we hope 
that this practice does not get out of hand, to 
the point that premium activity becomes the 
measure of a firm’s success, and product quality 
gets lost in the shuffle. 














BEST FOODS OILS © 
ARE YOUR BEST 
BET FOR TOP- 
SELLING KISSES 
CARAMELSHBAND 
CHEWY SPECIALTIES 


Sse BEST 
FOODS OILS ARE 
THE TOP CHOICE OF 
AMERICA'S LEADING 
CANDY MAKERS 





Break through a tradition barrier... with 


OLD LITHOGRAPHED CARTONS BY Wilpnimt: 


{Brock Candy Co. of Chattanooga, 
. breaks a conventional barrier .. . color Milprint lithography! It’s a com PA C KA G I N G M A T E R l A L S 
h the infold lithographed carton a: 
h has replaced traditional set-up 


insistent eye-appeal of brilliant, full- 

bination that spells selling power to Yl ’ 
. : 

spur impulse sales... and an example 

es for substantial savings in costs, of the “plus values” you get when 


rand storage space — and adds the you call your Milprint man — first! 


Why infold cartons? 


GENERAL OFFICES, MILWAUKEE, WISCONSIN 
SALES OFFICES IN PRINCIPAL CITIES 


1. They fold flat... Printed Cellophane, Pliofiim, Polyethylene 
Saran, Acetate, Glassine, Vitafilm, ‘‘Mylar''®, 
take up far less storage space! 


Foils, Laminations, Folding Cartons, Bags, 
2. Easy to set ~ Lithographed Displays, Printed Promotional Material 


in just a fraction of a second! 





This insert lithographed by Milprint, Inc. Reg. U. S. Pat. Off 
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This display of Carol Stuart candies is in a 
Woolworth store in New York City. 


The basic Carol Stuart package, with a 
blend of modern and traditional elements, is 
designed to appeal to the specific group of 
shoppers that patronize variety stores. 
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PACKAGE DESIGN CASE HISTORY 


Fancy package family for the chain store 


hat happens when a candy 


_manufacturer decides to embark in a completely 


new market? What is the process for the develop- 
ment of a name, package design, fixtures, displays, 


_ signs, literature and other related material? 


After a great deal of planning, Loft Candy Shops 
launched a new family of fancy packaged candies 
under a new label for the wholesale market. Its 
present marketing plans call for testing a variety of 
outlets to determine the most effective distribution 


| pattern and policy. 


This is a case history of a project which was 
climaxed with the launching of Carol Stuart can- 


_ dies in variety stores on October 13th. 


complete design for eleven 
items and all related sales and display material. 
Our first step was a survey of candy and other 


| items on sale in variety stores. Some very sad 


facts soon became apparent. 

In many fields quantity has taken precedence 
over quality. A great quantity of goods is being 
sold as quality merchandise by superficially high- 
styling the package. This practice seems to be 
more prevalent in “impulse items” and “convenience 
items.” 

We felt upon examination that candy boxes in 
variety stores were either of the garish, super- 
market type or were of the archaic, ermbossed 
gold and fancy flowers school. None conveyed the 
impression of quality chocolates. None hit the pack- 
aging standards of fine food or cosmetic packag- 
ing. None led to self identity with the consumer. 
Few seemed related to each other within a brand 
line although identical logos might have been used. 
Display-wise, all were set up as part of a whole. 
There were just a few that rated separate coun- 
ters or islands. 

We believed that the candy consumer is not 
truly satisfied with less-than-the-best quality and 
would readily accept a better product and pay for 
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BY RaymMonp R. LANE AND May BENDER 
Lane-Bender, Inc. 


it if it were properly and conveniently presented 
to them. 

We were convinced that a well integrated, col- 
orful display of beautiful packages showing beau- 
tiful chocolates would win an ovation. 

Many names were considered for the line of 
chocolates. It had to fullfill many standards, such 
as being euphonious, convey quality, a woman's 
name preferably, hit the right social level, sound 
American, etc. 

The design approach was well along in its con- 
ception before the final name was accepted and 
the right logotype developed, because we felt the 
underlying reasons for the design would have ac- 
cepted many different names. 

Essentially the reasoning was this: 

An analysis of the types of persons who shop 
at variety stores indicated that the customers are 
chiefly women of the lower-middle and middle- 
middle class. They have dressed to come down- 
town or to a shopping center and are not wearing 
as casual attire as for usual supermarket buying. 
This leads to a more dressed up or festive or dig- 
nified manner. This attitude would be projected 
to the items they would buy and they would be 
inclined to purchase candy of higher calibre and 
value. 

Accordingly, we devised a theme of an overall 
decorative background with a somewhat provin- 
cial feeling. Provincial design has always been 
popular with the middle classes. In addition at 
present it is gaining great favor in fashion and 
home decor. Moreover, it signifies the current 
trend to decoration and away from the stark con- 
temporary approach. 

Of the original eleven items, two were bar wraps 
and were eventually designed in foil for freshness 
as well as beauty. The remaining nine items are 
packed in set-up boxes. The selections were broken 
into groups. Three items: chocolate assortment, 








home style chocolate assortment and chocolate 
covered assorted creams, are in packages of almost 
identical size to both minimize costs and have 
product similarity. A flowing design of black, gold, 
white and red is used on all three. 

A second group was internally designated as 
“odd sizes.” Actually they are items for which 
lesser sales are- anticipated and are specific choc- 
olates, not assortments. The key to this design is 
a vertical white panel into which any product 
name can be inserted. Each item has its own iden- 
tifying color, such as green for thin-mints, red for 
coconuts, tan for chocolate covered almonds and 
blue for crackers. 

A single item “Cordial Cherries,” called for its 
own design; modern, clear but unmistakably cher- 
ries. 

The foil wraps utilize a horizontal tear-drop 
shape for each item with identifying colors, blue 
or gold, for the separate items. 

Throughout the background on each package 
is the leit-motif, a twelve pointed star-like flower. 
This flower is used on the displays, on the signs, 
price cards and outer wrappings. 

Particular care was given to the popular selec- 
tion of miniature chocolates. In metropolitan areas, 
miniature chocolates are very much in demand. 
The beautiful quality of the chocolate that we 
felt should be made apparent on all packages 
would be epitomized on this package. The colors 
selected for this box are somewhat out of the 
ordinary and set the keynote for all the other 
packages. Rather than the usual bright red hue, 
blue or green, we selected a brick red, a dark 
blue green, a subtle turquoise and gold. Both the 
name and the item are prominently featured and 
of course, the flower motif. 

Another motif was developed as an auxiliary 
logotype when the name was finally accepted. 
The name—Carol Stuart—became a natural. The 
initials C and S, were blended together in a swirl 
not unlike the swirls atop a chocolate and we put 
a nougat shape around the swirl CS. That is used 
on stationery and all order forms, on the outer 
wraps, on foil end seals, on price cards, on the 
bar wraps. The logotype of the name also became 
a script just as if it were a signature of a fine 
candy chef. 

The new line of Carol Stuart candies had an 
auspicious introduction in a prominent front and 
center spot in Woolworth’s huge store at 34th 
Street and Broadway, New York City. The choco- 
lates were displayed in the manufacturer’s own dis- 
play cases. While that was an ideal situation, we 
planned our units for other display situations as 
well. 

A central unit for a counter top, with a peg 
board area was designed to hold at least three 
packages. On the right side is a removable list 
of other available items and across the top is the 
legend “Carol Stuart Candies.” On either side are 
racks with adjustable holders. While the fixture 
is a standard one, our own design of the Carol 
Stuart logo was devised for the top of the rack. 

Next to each package a small price card is dis- 


played, and, with each group of packages, a 19) 
x 12 silk display card. Naturally the flower motif; 
is indicated somewhere on both. 

The sales method at the counter of the C andl 
Stuart candies is by means of prepacked and pre.) 
wrapped chocolates. A customer makes a selec: 
tion from the display and receives a totally wrapped 
package. This necessitates an outer wrap that is) 
pretty and effective in design, carrying through) 
the theme but not conflicting with the inner pack-” 
age. We devised a design utilizing the nougat shape 7 
logo of the C.S. put into the shape of an eight 
pointed flower. Subtle blue and mustard yellow” 
shows it off quite well. This design was intended 
to be used at different holidays and subsequently 
a Christmas color scheme of gold and green on® 
red was adapted. , 

After completion of the major part of the proj-7 
ect, several additional items were indicated in-¥ 
cluding a Christmas design, a Valentine design 
and a repeat design to be used as a stock item.™ 
Any size box can be covered in the latter design. 7 
In a horizontally striped-pattern incorporating the 7 
flower motif, the paper will be used all year round © 
printed in the popular magenta and orange. For” 
Christmas it will be printed in red and gold and 7 
for Easter in lavender and violet. 

The whole project was completed in record time. 7 
It was started on June 5 and launched on October 7 
13 in Woolworth stores. 





Put your product 
in a transparent header- 
labeled bag and give it 


8 POLS E 
8 MITES 
POWEF? = 


The AMS€o 


BAG SEALER/LABELER (a 


Automatically . 


®@ seals “ 
@ header-labels , 
@ imprints . 
@ punches - 
@ code-dates a. 


in one operation 
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IT'S NESTLE'S 
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All the way from selected 
flavor grade cocoa beans to 
finished coatings, Nestlé’s famed 
“Quality Control” gives you the 


finest in chocolate flavor. 
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Sa nye acl RUNKEL’S NESTLEs 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, N.Y. 


@trade Mark Reg. 








Use Rex or 



























Globe corn syrups. The 
outstanding moisture retention 

of these two corn syrups prolongs 
freshness and extends shelf life in 
marshmallows, gums, soft center 
fillings. Candy colors hold their 
brightness and appeal longer too— because 
Rex and Globe resist heat and acid color 


changes better than other sweeteners. 3 


Production is made easier with Rex or Globe 
—a wide range of viscosities is available to 


meet specific pumping and pouring conditions. 


For complete technical details on how Rex or Globe 
can be adapted to your production requirements, 


contact our nearest sales office or write direct. 


REX and GLOBE 


COIN Syrups 


Fine products for the Confectionery Industry: CERELOSE® dextrose sugar. 
REX® and GLOBE® corn syrups. BUFFALO® and HUDSON RIVER® starches. 
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CORN PRODUCTS SALES COMPANY «= 17 Battery Place, New York 4, N. Y. iad 
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TAKES THE PLACE OF BEST DOES NOT REQUIRE EASY TO USE 
ar, QUALITY CREAM and SUGAR COLD STORAGE , 

Simply release contents from tub, peel 
hes. HYFAT is ao Hydensity Sweetened Cream HYFAT is the ideal and safe cream in- back parchment paper and cut off as 
of golden color, high butter fat content, surance for all It is dependabl much as you need. Place in kettle and 
smooth texture and high total solids. in quality and ready to use when note the rapid mixing of batch. Due to 
Its fresh flavor and uniformity are con- needed. Used for many years by dis- our exclusive Hydensity process, the 
trolled to give certain results with criminating confectioners to produce sweetened cream flavor of HYFAT is 
Y. every batch of caramels, chews, highest quality confections. Now avail- carried right through to your finished 
and other confections you able in any quantity. let us quote confections. Customers recognize this 







r formulas. your needs. superb fresh flavor instantly. 


Ic INDUSTRIES, INC. 
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Lester Rosskam, Jr., Vice President of Quaker City Chocolate and Confectionery Co., Inc., says: 


For packaging economy, sales appeal and freshness control, we count on 


AVISCO CELLOPHANE 


Quaker City Chocolate and Confectionery Co., Inc. reports packaging machines 
for ““Good and Plenty” operating at a whopping 98% efficiency with AVISCO 
cellophane. Major contributing factors to such remarkable performance are 
the body, rigidity and static-free characteristics of this film. Neatly formed 
overwraps of AVISCO cellophane add sales appeal to “Good and Plenty.” 
But even more, cellophane is an essential part of Quaker City’s quality control 
program—because its moistureproof property keeps the candy fresh. Add the 
low cost of AVISCO cellophane to these advantages and the result is total 
packaging economy. Let AVISCO cellophane do the same for you. Call your 
AVISCO salesman or converter representative. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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Christmas 
Candies 


of Germany 


BY A. WALTER LIEBIG 


re is almost the universal starting point for 
candy decorations for the Christmas season in 
Germany. Foiling alone, however, has become so 
commonplace that additional decorative effects 
have become necessary to draw attention to an 
individual item. 

An increasingly common touch is the addition 
of a string to the foiled piece so that it can be 
hung from a tree. This was formerly a hand oper- 
ation, and therefore rarely done. Since several 
foiling machine manufacturers have added attach- 
ments to their machines to do this at the time of 
foiling, however, its use has increased greatly. 

Additional decoration is usually in the realm 
of hand operation, but ingenious planning has 
made it surprisingly efficient. One basic chocolate 
molded form, for instance, can be decorated into 
a wide variety of pieces by the use of different 
foils and bits of colored cardboard and cloth. 

Another piece of decoration, familiar in nearly 
every country, is the addition of some type of 
toy to candy. This can sometimes extend to the 
point that the value of the toy itself far over- 
shadows the candy. 

An interesting recent development is the attach- 
ment to foiling machines that allows two hemi- 
spheres to be foiled together into a ball without 
the necessity of sealing them together beforehand. 
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This collection shows the changes that can be made on a single 
basic piece with the addition of pieces of cardboard or cloth. 





The cellophane wrapped box continues to gain in popularity in 
Germany. The Christmas tree motif on the box on the right is 
striking when seen in full color. Both boxes follow the trend of 
packaging assorted chocolates in smaller amounts than had been 
previously thought feasible. 


Christmas tree decorations with “built-in” hanger threads of gold 
or silver cord. They usually have cream centers. 
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candy is dandy... 





but for display purposes .. . 


imitations made by “KNECHTEL” are better! 


It looks and feels exactly like the real thing—but it isn’t! Even placed side by side with 
a box of real candy, the exact copies are indistinguishable from the actual candy. 


IDEAL FOR AND BEST OF ALL, this fresh-made, sales compelling appearance is retained month after 
month despite sun heat and other adverse atmospheric conditions. 


SALESMEN’S SAMPLE CASES 


The most amazing chocolate replicas you have ever seen . . . remarkably faithful in 


POINT-OF-PURCHASE DISPLAYS every minute detail . . . in color, creamy texture, and rich life-like ‘“chocolaty” appear 


ance. Our new process makes possible the exact reproduction of your chocolate pieces 


CONVENTION AND SHOWS and an exact color match . . . from the lightest milk chocolate to darkest bittersweet. 


True-Life Chocolate Replicas open up to you entirely new avenues of display merchandit 


PERMANENT EXHIBITS ing possibilities—without product losses or deterioration. Hottest summer temperatures, 
sunlight, humidity and handling will not affect these durable True-Life Replicas. No coat 


TELEVISION — PHOTOGRAPHY ing to chip off—color and texture is permanent—all the way through. Get the facts now 


. on the many wonderful things you can do with True-Life Chocolate Replicas—to 


JOBBER SALES PROMOTION build bigger sales volume. 


KNECHTEL LABORATORIES 1051 W. Berwyn, Chicago 40, Ill. 


Consultants to the candy industry 
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The outside of the shop is modern, but not garish. The broad 
show window displays a wide variety of candy and gives a good 
view of the shop interior. 


aan sales increased by more than 40% with 
the erection of a specially designed display room 
that is both air conditioned and humidity controlled 
by Woods’ Confectioners, Philadelphia, Pennsyl- 
vania. 

“Chocolates, in particular, require constant tem- 
perature and humidity control if they are to remain 
in the best condition”, explains Albert Woods, own- 
er, “and customers know it too. Therefore, when 
we made this new installation in our store, it had 
a very strong psychological effect on our trade 
and stimulated all our candy sales.” 

Chocolate sales have held up extremely well 
during the warmer months of the year when they 
normally fall off. Customers recognizing the spe- 
cial room where these chocolates are displayed, 
feel just as satisfied to buy them in summer as 
during the cooler months and, as a result, choco- 
late sales have maintained an even sales volume 
throughout the year. 

The newly erected display room can be termed 
a store-within-a-store because that’s its actual ap- 
pearance to the trade. A bungalow type structure, 
10 feet by 8 feet in depth, was built to the rear 
of the store. It has a shingled roof, paneled front 
and a large show window that permits a complete 
view of the area. This room is maintained at a con- 
stant 60°F temperature and has a small humidifier 
that is independently controlled. 

A full line of chocolates are displayed on trays 
facing the main window and the remainder of the 
“store” is lined with shelves for carrying the bulk 
of the stock. Customers point out the chocolates 
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The shop inside a shop 


7 


The inside of the shop features this bungalow built into the 
back wall. It houses the air conditioned room where all chocolates 
are displayed and stocked. 





that they want to the uniformed attendant, buy- 
ing ready filled boxes or having an assortment 
made up. A two-way speaking system permits 
back-and-forth conversation between the customer 
and the attendant which adds to the effect that 
this specially designed structure already has on 
customers. 

“Not only do they know that our chocolates are 
maintained in a temperature controlled area, but 
they also are aware of sanitary conditions,” ex- 
plains Woods. “Customers recognize that only au- 
thorized personnel are permitted to handle candies 
here and that the sealed area keeps our candies 
in the most extreme sanitary conditions. This has 
a remarkable effect upon our customers.” 

This “store” is located directly over the candy 
kitchen which is in the basement level below. All 
chocolates come up to the bungalow through a 
chute which has a small enclosed elevator. This 
chute originates in the cooled storage area direct- 
ly below, which is air conditioned to the same 
temperature. Thus, from the basement storage to 
the bungalow, all chocolates travel in the same 
temperature and humidity controlled atmosphere. 
A two-ton package air conditioner, located in the 
basement chocolate storage area, does the cooling. 

Woods has been in the candy business since 
1926, and comes from a family of candy makers. 
He was trained as an electrical engineer but after 
following that profession for awhile decided to go 
back to the family trade. 

In addition to his specialty of quality made 
chocolates, Woods also manufactures hard candies, 
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novelties and other sweet goods—featuring over 
100 different varieties and assortments. 

Candy making equipment in his kitchen includes 
a cream beater, cut roll machine, mixer and en- 
rober. All coated chocolates are conveyed 35 feet 
through a home-made tunnel at a rate of three 
feet per minute. This tunnel is cooled by a duct 
that runs off the air cooled chocolate storage area 
so that the coatings set by the time they reach the 
end of the conveyor. Here they are boxed or stacked 
on trays, then slid through a small opening into 
the chocolate storage room. 

All chocolates are stored here until sent by ele- 
vator to the bungalow store above. An intercom 
system connects the kitchen, chocolate storage 
room, the main store area and the bungalow so 
that conversation can be carried on in the various 
areas as required. A normal complement of eight 
employees assist Mr. Woods and, during the holi- 
day season, he adds part-time help. 

“We only use the finest ingredients in our can- 
dies because our reputation has been built on fine 
candies, particularly our chocolates,” says Woods. 
“Our trade comes from all over the city and the 
suburbs, and we even enjoy a sizeable mail order 
business. Customers who have moved away or have 
mailed candies great distances have introduced 
new customers to us and, in some cases, we have 
standing orders to ship certain types and quanti- 
ties on a regular schedule.” 

Woods never experiences any price resistance 
to his candies. During his years of experience in 
this business, he has found that customers don’t 
concern themselves with price when they are get- 
ting the best. The average customer realizes that 
it’s only a matter of “small change” between the 
best and second best so they don’t let this stand 
in their way. 

Woods explains that less than 5% of his total 
business volume comes from his immediate neigh- 
borhood area. Years ago, his store was situated in 
the center of a heavy middle-to-higher income 
neighborhood area, and his business was 100% 
local. But, with the populace moving to the sub- 
urbs, his neighborhood traffic dropped year after 
year. However, his sales kept increasing. 

“We are located on a main thoroughfare from 
the suburbs into the city”, stated Mr. Woods, “and 
our regular customers don’t find it any problem to 
stop here. These same customers buy even more 
than previously because they want to make sure 
that they don’t run short. As a result, our sales 
volume per customer has sharply increased.” 

Clerks wait attentively on customers until they 
have made their complete selection. Then, they 
will suggest another item or two—usually some- 
thing decidedly different from the candy already 
selected. This results in increasing the variety that 
the customer buys. 

“If our clerks suggest candies while the customer 
is still checking our selection, it will usually result 
in no real increase in that sale,” claims Woods. 
“However, when we make suggestions after the 
customer has bought everything she wants, it means 
an extra sale for us.” 
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Editorial Index—January through December, 1958 


Candy Clinic 


Assorted Chocolates up to $1.15 
(p. 39), April 

Chewy Candies; Caramels; Brit- 
tles (p. 51), February 

Easter Candies; $1.20 and up 
Chocolates (p. 37), May 

Holiday Packages; Hard Candies 
(p. 46), January 

Marshmallows; Fudge (p. 63), 
June 

Salted Nuts; Gums and Jellies 
(p. 40), October 

Summer Candies (p. 45), Aug- 
ust 

Uncoated and Summer Coated 
Bars (p. 48), September 

Panned Goods; 1¢ Pieces (p. 
43), November 

Selected Best Candies of the Year 
(p. 36), December 


Manufacturing Retailer 


A Ton of Eggs (p. 43), Cctober 

8 Marketing Ideas for the Retail 
Confectioner (p. 55), Febru- 
ary 

How Retailers Can Promote Ex- 
tra Volume from Business Gifts 
(p. 45), September 

How Retailers Custom Pack (p. 
21), March 

The Hard Candy Specialist (p. 
51), January 

The Use of Pictures . . . Effec- 
tive Advertising (p. 42), Aug- 
ust 

Turkey Bones (p. 37), October 

A Manikin Stops Traffic in Mis- 
sissippi (p. 34), August 

The Plyley Story (p. 49), No- 
vember 

Penuche Fudge (p. 53), Novem- 
ber 

The Shop Within a Shop (p. 23), 
December 


Technical Literature 


(p. 48, 44, 45), January; (p. 
36, 37), March; (p. 31, 33, 
35, 37), September 


Sugars and Syrups 


Bulk Sugars, Dry and Liquid 
(p. 29), June 

How Production was Mecha- 
nized at Vicks (p. 34), Janu- 


ary 
Some Aspects of the Shelf Life 
of Candies (p. 13), July 
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There Is a Difference in Invert 
Sugars (p. 19), March 


Research 


A Study of Viscosity Increase 
due to Solid Fat Formation 
in Tempering Chocolate Coat- 
ings (p. 9), July 

Consumer Taste Testing (p. 43), 
June 

Continuous Steam Cooking of 
Jellies (p. 77), June 

Improvement of Marshmallow 
(p. 27), February 

Odor Detection and Correction 
(p. 21), May 

PMCA Conference Paper Con- 
densations (p. 29, 30), June 

Prevention of Staleness and Ran- 
cidity in Nut Meats and Pea- 
nuts (p. 15), August 

Report on PMCA Research (p. 
17), May 

Research Techniques for Candy 
Marketing (p. 23), October 

Some Aspects on the Shelf Life 
of Candies (p. 13), July 

The Effect of Temperature on 
the Setting of Starch Gels (p. 
21), February 

The Evolution of Montelimar 
Nougat (p. 17), September 

There Is a Difference in Invert 
Sugars (p. 19), March 

The Mechanics of Radiant Heat 
Transfer (p. 21), January 

The Odor Problem in Paper- 
board Boxes and Dividers (p. 
27), May 

The Use of Glyceryl Monostea- 
rate and Related Emulsifiers 
in Candy (p. 33), June 

NCA Research Progress (p. 7), 
April 

Milk and Milk Chocolate (p. 
17), November 


Chocolate 


A Study of Viscosity Increase 
due to Solid Fat Formation 
in Tempering Chocolate Coat- 
ings (p. 9), July 

The Mechanics of Radiant Heat 
Transfer (p. 21), January 

Milk and Milk Chocolate (p. 
17), November 


Management 


Consider the 100th Sale Too 
(p. 33), August 






Cough Drops; a Market in Tur- 
moil (p. 19), October 

First Impressions of the Confec- 
tionery Industry (p. 21), Aug- 
ust 

How Production was Mecha- 
nized at Vicks (p. 34), Jan- 
ua 

How to Launch a Satellite in 
14 Days (p. 25), January 

Operation Turnover (p. 27), 
August 

PMCA Conference Paper Con- 
densations (p. 29, 30), June 

Purchasing Executives Number 
of THE MANUFACTURING 
CONFECTIONER, July 

Repacking Is Big Business (p. 
31), February 

Ruark Chews the Candy Critics 
(p. 50), January 

The Consultant in the Candy 
Field (p. 73), June 

Will Operation Turnover Go (p. 
17), October 

Your Future Factory (p. 39), 
March; (p. 46), April; (p. 41), 
May; (p. 81), June; (p. 19), 
July 

Candymaking in Argentina (p. 
23), November 

Starch Trays (p. 31), November 

Premiums Gone Wild (p. 11), De- 
cember 


Machinery and Equipment 


Automatic Brittle Packaging Line 
for Sophie Mae (p. 46), Feb- 
ruary 


Belgian Confectioners Show Pro- 


duction at Brussels Fair (p. 
29), September 

Continuous Steam Cooking of 
Jellies (p. 77), June 

How Production was Mecha- 
nized at Vicks (p. 34), Jan- 
uary ' 

Interpack Exposition Report (p. 
19), April 

Minted by Lyons (p. 26), March 

The Mechanics of Radiant Heat 
Transfer ( p. 21), January 

Your Future Factory (p. 39), 
March; (p. 46), April; (p. 
41), May; (p. 81), June; (p. 
19), July 

New Candy Extruder (p. 38), 
November 

New Starch Molder (p. 38), No- 
vember 

Starch Trays (p. 31), November 
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How Retailers Custom Pack (p. 
21), March 

Minted by Lyons (p. 26), March 

Silicones—Processing Aids for 
Candy Industry (p. 30), June 
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A Study of Viscosity Increase 
due to Solid Fat Formation 
in Tempering Chocolate Coat- 
ings (p. 9), July 

Bulk Sugar—Dry and Liquid (p. 
29), June 

Enzyme Produced Flavors from 
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Improvement of Marshmallow 
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cidity in Nut Meats and Pea- 
nuts (p. 15), August 

The Evolution of Montelimar 
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in Candy (p. 33), June 

Silicones—Processing Aids for 
Candy Industry (p. 30), June 
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Packaging 


Fancy Package Family for the 
Chain Store (p. 14), December 

How Retailers Custom Pack (p. 
21), March 

New Packages and Products (p. 
40), January; (p. 39-45), Feb- 
ruary; (p. 35, 36), April; (p. 
34), May; (p. 7, 50, 55, 56, 
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vember 

Odor Detection and Correction 
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31), February 

Research Techniques for Candy 
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32), April 

The Odor Problem in Paperboard 
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Christmas Candies in Germany 
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VIEW... 


If you’re in the woods when it comes to selecting chocolate products, 
reflect on our reputation for quality, uniformity of flavor and service. 
It’s a reputation that will enhance your own product and start a steady 


stream of new sales for you. 


see your man from... 


BB BLUMENTHAL BROS. CHOCOLATE CO. 


MARGARET AND JAMES STS. PHILADELPHIA 37, PA. 





How to 


Automatically Feed Your Cut and Wrap Machine 
With the Hansella 19J Batch Former 
65D Rope Sizer Combination 


Here is a production-proven installation showing the latest Hansella 19) Batch Former/65D Rope 
Sizer Combination Automatically and Continuously feeding a Forgrove Cut and Wrap Machine. 


Always Remember: HANSELLA MAKES YOUR JOB EASIER and YOUR CANDY BETTER 


LLA MACHINERY CORPORATION 


PA 


HAN 
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Blumenthal Brothers has announced | 
a new package for Sugar Shell Malt- | 
ies. Heat sealed cellophane bags are | 


printed the same on both sides. 


Stevens Candy Kitchens will pack 
a holiday gift assortment in a “Santa 
Claus” gift tin. It will be available 
in one, two, three and five pound 
sizes. 


Chunky Chocolate is marketing a 
box of Little Old Nicks. 18 miniature 
bars are inside this orange and blue 
cellophane wrapped package. 
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CANDIES 


Twist Wraps * Pan Goods 


Jellies * 
Chocolates 


Marshmallows 
¢ Creams, etc. 


says: "To increase profits on today's market we had to reduce 
costs. The Hayssen COMPAK offered the utmost in cos! 
reduction.” 


The oo COMPAK is a complete pack- 


aging department in a single machine. It 
does offer the utmost in packaging cost re- 
duction and versatility. Several repackers are 
now packaging more than 60 varieties on 
the same COMPAK. Here’s how you can 
increase your profit margins: 


1. Purchase your packaging material 
in Roll Stock, the absolutely cheap- 
est way material can be purchased. 


. The automatic COMPAK: forms, 
fills and seals your package without 
intermediate steps or hand labor. 


. The COMPAK occupies a floor 
space of 3’x 5’, and in many cases 
turns out the work of from 6 to 
12 hand packers. 


As it was so aptly put by Mr. Krempa of 
King Nut Co., Cleveland; “We paid for our 
COMPAK twice by not buying it sooner.’ 
Don’t let this happen to you, where you're 
paying for a COMPAK and do not have it. 
Contact Hayssen TODAY ! 


MANUFACTURING COMPANY © Dept. MC-12 » SHEBOYGAN, WIS. 


« Dallas « Denver « Detroit « 


Houston « Jackson, Miss. « Kansas City « Los Angeles 


jew York © Philadelphia © St. Louis e San Francisco « Montreal « Toronto « Vancouver 





red block lettering with white bor- 
ders. The same design is imprinted 
vertically on the back of the pack- 
age. A family size package is made 
of Durafilm and a small individual 
package is printed cellophane. 


3 
to the boxboard in order to prevent 
staining of the box from chocolate 
and other oils when the overwrap 
is removed. 


ssi aus seems: 
S. L. Kaye Company is introduc- e : oo | STANcase 
ing chocolate covered toffees made ' - | EQUIPMENT 
by G. F. Lovell & Co., England, 3 
into the United States. The box is 
foil overwrapped and packed in a 
zip-tape carton. This zip-tape opens 
down the middle and the ends of 
the 12 boxes are exposed for easy 


: : (Covers available) 
price marking. / 


Shisk Eveducte, Inc. hes new pack- ig RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 
ages for their Beer Nuts which can Curtiss Candy Co. is now distrib- FULLY APPROVED BY WEALTH AUTHORITIES. 


be displayed. horizontally or verti- uting Baby Ruth Nuggets and Butter- tet ety 2 ", , 

| oa * a i etibRe: _ mG e Standard Casing Co., Inc. 
cally. The product name is on the finger Chips in overwrapped pack os ae Haccrn | ae 
front of the package in horizontal ages. Glassine has been laminated 


MURNANE Just 2 People 


and an 


“iat Faee” IDEAL WRAPPING 
MACHINE 
PAPERBOARD PRODUCTS Can Package 450 


Caramels 
Every 
Minute 


Yes—that’s speed, 
but DEPEND- 
ABLE speed cou- 
pled with smooth, 
low-cost operation ! 
Only 2 personnel 
required for this 
entirely automatic 
operation! 


WRITE TODAY 
for Important 
FREE Brochures 


MURNANE PAPER COMPANY 


1510 NKOSINER AVE. CHICAGO 51, LL IDEAL WRAPPING MACHINE COMPANY 


LETOWN, NEW YORK U A 
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CALENDAR 


December 13; Confectionery Salesmen’s Club of Bal- 
timore, 27th annual banquet, Lord Baltimore Hotel, 
Baltimore, Md. 

December 13; National Food Sales Conference, Chi- 
cago, Ill. 

December 13; Carolina Confectionery Salesmen’s Club, 
luncheon meeting, S&W Cafeteria, Charlotte, N. C. 

December 16; Candy Executives’ Club Christmas Party, 
Warwick Hotel, New York City. 

December 27; Southwestern Candy Salesman’s Assoc., 

luncheon meeting, Sammy’s Oak Lawn Restaurant, 

Dallas, Texas. 


1959 


January 3; Kansas City Candy Club, luncheon meeting, 
Town House Hotel, Kansas City, Kansas. 

January 5; Denver Mile Hi Candy Club, breakfast 
meeting, Denver Athletic Club, Denver, Colo. 

January 5; Confectionery Salesmen’s Club of Bal- 
timore, luncheon meeting, Gannon’s Restaurant, Bal- 
timore, Md. 

January 20; Chicago section, AACT, Graemere Hotel, 
Chicago, Ill. 

January 21 & 22; Manufacturing Confectioner Traffic 
Conference, Semi-Annual Meeting, New York City. 

January 25-29; Philadelphia Candy Show, Benjamin 
Franklin Hotel, Philadelphia. 

February 19-21; Western Candy Conference, Los An- 
geles, Calif. 

February 24-26; NCWA, Western Regional Conven- 
tion & Candy Show, Riviera Hotel, Las Vegas, Ne- 
vada. 

April 13-17; AMA Package Show, International Am- 
phitheatre, Chicago, III. 

April 23 & 24; Pennsylvania Manufacturing Confec- 
tioners’ Assn., 13th Annual Production Conference, 
Franklin & Marshall College, Lancaster, Pa. 

May 17-21; Institute of Food Technologists, conven- 
tion, Bellevue-Stratford Hotel, Philadelphia, Pa. 

June 8-11; National Confectioners Assn., Hilton Hotel, 
Chicago, Ill. 

June 8; AACT, annual meeting, Hilton Hotel, Chicago, 
Ill. 

July 13-16; Wholesale Confectioners and Tobacco As- 
sociation, annual convention, Biltmore Hotel, At- 
lanta, Ga. 

July 26-30; NCWA, convention, Palmer House, Chi- 
cago, Ill. 

November 17-20; Packaging Machinery Manufacturers 
Institute Show of 1959, New York Coliseum. 





J. L. Clark Manufacturing Company's director of 
lithography, Harold W. Lee, was named president 
of the National Metal Decorators’ Association at the 
1958 convention of that group. 


The Florasynth Fellowship for outstanding graduate 
work in the field of food science was awarded to 
Armold I. Epstein of Rutgers University. The Institute 
of Food Technologists chose Mr. Epstein and the 
official presentation was made at their October meeting 
in New York City. 
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74 Vergy Popular 
SWEETONE PRODUCT 


ee eS a a a EEF . wi 


The DIVIDER-LAYER 


Now you can have your layer and dividers 
complete in one piece. Valuable time is saved 
by inserting the Divider-Layer in the box as 
one unit. Shipped flat. May we quote on 
your requirements? 


Write “Today for a new folder con- 
taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Chocolate Dividers 
Boat & Tray Rolls 


Glassine Papers 

Waxed Papers 

Wavee Parchment Layer Boards 

Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 


PRODUCTS 


Representatives in Philadelphia, Detroit, 
Baltimore, Chicago, Dallas, 
Los Angeles and Seattle. 



























Model 2350 Super 


For high speed, fully automatic 
twist wrapping of hard form, 
solid or filled candies 


can be 
had up to 350 
per minute ac- 
cording to type 


wrap. 





SUPERMATIC PACKAGING CORP 
1460 Chestnut St. Hillside, New Jersey 
















Canadian Package Awards 


Two candy packages were among the award 
winners and honorable mentions of the 1598 Pack- 
age Design and Display Competition which was 
held in Toronto in conjunction with the 7th Cana- 
dian National Packaging Exposition in early No- 
vember. 

Out of 209 entries in the consumer package 
category a box of cordial cherries won the plastics 
award. William Neilson Limited, Toronto, the man- 
ufacturer, entered the box which was designed 
and made by American Paper Box Company Limit- 
ed, Montreal. 

This plastic box is made like an egg crate, holds 
15 candies and is covered with a sliding piece of 
clear plastic which is sealed with a paper tab 
on both ends. 

An honorable mention was awarded the pack- 
age entered by The Dare Company Limited, 
Kitchener, Ontario. Dare’s Candy Chest won its 
mention in the luxury classification of the con- 
sumer package category. Ace Studios, Kitchen- 
er, Ontario designed the package and the manu- 
facturer was A. & C. Boehmer Limited, Kitchener. 

The cardboard box is divided into three separate 
compartments each filled with a different type 
of candy. 

The chairman of the consumer package cate- 
gory, Neil MacNaughton, Telfer Paper Box Com- 
pany Limited, Toronto, noted that there was a 
50% increase in entries in that category this year. 
He credited this increase to the broadening of 
classifications and the addition of awards for the 
outstanding structural use of a packaging material 
(such as the award won by Neilson’s Cherries 
package in the Plastics division). 
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NEWSMAKERS 


B. W. Dyer & Co. has announced that they will 
make an award to the “Sugar Man of the Year” of a 
sterling silver trophy engraved with the winners’ name 
and year of award. The award will go to the person 
making the most significant contribution to the sugar 
industry in the United States. A $50 prize will go 
to the person who first recommends, in writing, the 
winner of the award. 


Mary F. Hughes, retiring director of research for 
Refined Syrups & Sugars, was honored at a testimo- 
nial luncheon given by The Zerban Sugarmen at the 
Chemists’ Club in New York City. F. A. Davidson, 
president of Refined Syrups, commented on the im- 
portant role Miss Hughes played in the research that 
led to the development of liquid sugar. A specially 
prepared scroll conferring the title “Sweetheart” on 
Miss Hughes was presented to her by Dr. Henry B. 
Hass, president of the Sugar Research Foundation, 
in behalf of The Zerban Sugarmen. 


John Hohberger, pioneer in the development of 
continuous equipment for the manufacture of candy, 
passed away November 11. Hohberger Manufactur- 
ing Company, which he founded, will continue un- 
der the management of his son, Harry Hohberger. 





Charles B. Broeg 


James A. King 


American Molasses Company announces that its 
technical service program will continue under the 
direction of Charles B. Broeg now that Jim King 
has retired. Mr. King will advise the Company on 
its technical service activities as a consultant. 


Felton Chemical’s new research director and ana- 
lytical department head is Dr. William J. Considine. 
Dr. Considine has an extensive background in re- 
search having worked at the Sloan Kettering Institute 
and the Squibb Institute. 


Molded Fiber Glass Tray Co. has increased pro- 
duction facilities by 50% in completing a plant addi- 
tion at Linesville, Pa. 


Sherman Paper Products Corp., Newton, Massachu- 
setts has purchased C. E. Twombly Company in 
neighboring Medford, Mass. Twombly will be oper- 
ated as a division of Sherman and round out that 
company’s line of fluted specialties. 
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Introducing 
THE MOST ADVANCED 


S-ROLL REFINER 
THOUET 


TYPE WH 3/59 








The latest 5-Roll Chocolate Refiner, 
using the new pump-less, trouble- 
free, direct (static) system of fully 
hydraulic roll pressure control. 








Simple and conveniently grouped controls. 
Once preset, pressure maintained automatically. 
Exact pressure indication by 6 dial gauges. 
Elimination of all guess work and errors. 
Accurate temperature control by water valves. 
Can be operated by unskilled attendant. 

No pump—no wearing parts—leakproof. 
Wear-resisting chilled cast iron rolls. 

High output at maximum fineness. 

Available for demonstration on trial-basis. 


THOUET MASCHINENBAU 


Specalist Manufacturers of Chocolate Plant 
Full information promptly available from: 


CANTAB INDUSTRIES 


P.O.B. 54, STATION Q@, TORONTO 7, ONTARIO, CANADA 


LVL bibl 



























QM candy contracts 


The following Quartermaster Corp contract 
awards were made on the basis of specifications in 
competitive bidding and include delivery to con- 
tract packagers. 

U. S. Chewing Gum Mfg. Co.—$282.38 
Chewing Gum tablets, 2 tablets to package, 
62,750 packages @ $.0045. 
Beech-Nut Life Savers, Inc.—$338.22 
Chewing gum tablets, 2 tablets to package, 62,- 
750 packages @ $.00539. 
George Ziegler Company—$3,576.70 
Chocolate coated, vanilla cream center, candy 
bar. 1-3/4 oz. each. 41,824 @ $.028554—total 
$1,194.24. 
Chocolate coated, chocolate fudge center, candy 
bar. 1-3/4 oz. each. 41,824 @ $.031205-total 
$1,305.12. 
Chocolate coated, coconut center, candy bar. 


1-1/2 oz. each. 41,824 $.025759—total $1,077.34. 





1957 sales statistics 


A release of advance information on the 1957 
edition of Confectionery Sales and Distribution 
shows that sales for that year were estimated by 
the Department of Commerce at $1,060,634,000 by 
the industry. This dollar volume is estimated to 
represent 2,768,856,000 pounds. The dollar sales in- 
crease was estimated at 5% above the year before. 
The complete report is expected to be available 
shortly. 

An interesting item in this report is the total 
of known producers of confectionery products, 
1,077. This figure is down from 1,141 given in the 
last census figures. The total of 1,077 is made up 
of 887 manufacturer-wholesalers, 177 manufacturer- 
retailers (only those with two or more shops are 
counted in this list) and 13 chocolate manufactur- 
ers (only those engaged in producing consumer 
goods competitive with the usual candy products 
are counted ). 





NCA’s “All about candy” 


“All About Candy and Chocolate” the NCA’s 
attempt to bring together in one book a picture 
of the industry from its beginnings up to its pres- 
ent day status is now written and expected to be 
ready for distribution before Christmas. In order 
that the costs of publication and free distribution 
to schools and libraries be met, the NCA is seek- 
ing sponsors for the book. A minimum contribution 
of $100 is necessary to qualify the donor as a spon- 
sor with a listing on the “Sponsors’ Page.” 

Advance reviews of particular chapters by food 
editors of consumer magazines and newspapers 
and comments by members of allied industries 
have been uniformly good. Copies of the book can 
be ordered for $4.50 from the NCA. 








September sales statistics 


Sales for the month of September confirm the 
substantial increase being registered for 1958, and 
seem to guarantee another record year. On top of 
last years increase of 5%, the 6% rise in the first 
three quarters of this year raise real hopes of a long 
term trend. 








Estimated sales 
of current month — Estimated sales 
and comparison year to date 


September Percent 
1958 change 
Item September from 9 months from 


1958 September 1958 9 months 
($1,000) 1957 ($1,000) 1957 





Confectionery and competitive choco- 
late products, estimated total .. 128,092 +9 789,246 +6 


BY KIND OF BUSINESS 


Manufacturer-wholesalers ..... 102,113 +9 612,673 +5 
Manufacturer-retailers? ........ 7,818 +7 79,887 +8 
Chocolate manufacturers ...... 18,161 +6 96,686 +4 


TOTAL ESTIMATED SALES OF 
MANUFACTURER-WHOLESALERS 
BY DIVISION AND STATES 





ies SE cas ewtwas sons 14,243 +13 72,974 +9 
Middle Atlantic ............. 31,699 +12 192,728 +5 
ES Er eer re 19,1385 +15 117,969 +5 
MC ea iid calied 6 cas oR eK eee 12,564 +9 74,759 +5 
East North Central .......... 40,872 +7 240,610 +5 
Ee Satis dinteas be COU pia bare eee 36,036 +8 212,827 +6 
cs 8 ES ae es 3,451 —1 18,962 -4 
a ar 1,385 —7 8,821 +2 
West North Central .......... 2,845 +28 17,140 +18 
Minn., Kans., S. Dak., and Nebr. 1,781 +33 10,963 +23 
SO GE. So v6 cease wees 1,064 +20 6,177 +11 
RP re Pere 3,730 +11 27,251 +7 
Md., D. of C., Va.,W.Va., 
Ry BS 8S er 1,488 +16 11,319 +5 
SR i vk oe 6S 45> 2,242 +7 °15,932 +8 
East South Central: 
Ky., Tenn., Ala., and Miss. ... 2,000 +4 12,378 +3 
West South Central: 
Ark., La., Okla., and Tex. ... 2.252 +15 16,578 +11 
Mountain: 
Ariz., Colo., Idaho, N. Mex., 
SE UD 20s Saw eadeeoeion oie 598 —7 3,857 —2 
I 50 a0 acs vid wis Spe kd Gere 3,874 —3 29,157 4 
Gs. Siaca a-siccin iene eh haves 2,956 —8 23,192 —5 
ee OU 0D. © 5 nc taaibeas se 918 +13 5,965 —2 
*Revised. 


2Retailers with two or more outlets. “Number of establishments” 
means number of factories, and does not include non-manufacturing 
outlets. 








First 9 months 
September 1958 Pounds (1,000) Value ($1,000) 


Percent Percent 
change change 
Pounds Value from from 


Type of product (1,000) ($1,000) 1958 1957 1958 1957 


TOTAL SALES OF 

SELECTED 

ESTABLISHMENTS 152,980 63,000 955,654 +2 375,657 +4 
Package goods 

made to retail: 

$1.00 or more per lb. 5,789 5,802 27,745 +7 30,141 +8 

$.50 to $.99 per lb... 18,611 10,188 89,087 -—6 47,980 (*) 
Lessthan $.50 per lb. 27,282 6,338 153,574 +7 38,356 +3 
cS) ae 67,994 29,122 457,472 (*) 185,272 +5 
Bulk goods? ...... 22,117 6,812 141,525 (%) 37,975 +3 
5¢ and 10¢ specialties 11,187 4,738 86,251 +48 35,933 +49 


1A selected group of large manufacturer-wholesalers and chocolate 
manufacturers report sales by type of product. Companies reporting 
such detail account for approximately half of the total dollar sales of 
manufacturers. 

2Includes penny goods. 

SLess than 0.5 percent change. 
Data from monthly “Facts for Industry” of the U.S. Depart- 
ment of Commerce. 
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Baltimore club officers 


The Confectionery Salesmen’s Club of Baltimore, 
Inc. will install the following new officers at their 
Annual Dinner Meeting on December 8. Edwin 
Barock, President; Warren (Pat) Green, Vice- 
President; H. Evans Smith, Secretary-Treasurer. The 
newly elected board of directors is composed of 
a chairman and four members. John G. Pentz is 
chairman and the members are T. Donald Elliott, 
B. Weldon Sprecher, John A. Wintz, F. A. Shin- 
namon. 





Candyland game promotion 


There’s a game out geared to children from four 
to eight that is called “Candyland”. This Milton 
Bradley game retails for $.98 and seems to be a 
pretty good vehicle for a different kind of pro- 
motion, 

The game is played with cards which have 
pictures of candy canes, lollypops and gum drops. 
Some foresighted retailer might make a good pro- 
motion gimmick out of substituting his candies for 
the cards in the game. The game could be the 
central idea in a package deal for childrens’ par- 
ties and include a variety of candies for favors 
and dessert as well as for use in playing the game. 





John Sheffman, Inc., representing Hoffman Electro- 
matic Machinery, has announced that Hoffman has 
obtained the rights to manufacture the Hontz Cluster 
Machine. The improved unit, known as the Hoffman 
Cluster Machine, will be built entirely of stainless 
steel and promises 20% more production from closer 
spaced retainers. 


American Molasses Company has purchased Liquid 
Sugars, Inc., Indianapolis. Leonard C. Lewin will con- 
tinue as general manager at Liquid Sugars. 


Felton Chemical Company reports that their recent 
sales meeting in New York conce-zed itself with 
promotional plans for “some extsemely interesting 
items now in the development stage.” 

Other news from Felton is that Dicran P. Kazan- 
jian has been appointed purchasing agent. 











ALWAYS AT YOUR SERVICE 





in Cocoa Since 1899 


EMIL PICK CO. 


COCOA BROKERS 


NEW YORK, N. Y. 


80 WALL ST. 
BOwling Green 9-8994 








COCOA BEANS —- COCOA BUTTER 











Cocoa and Chocolate Products 
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€ 
Rhinelander 


GLASSIN 


for Packaging 


Rhinelander Glassine and Greaseproof protec- 
tive papers are versatile, and offer big advan- 
tages to candy makers: 

1. Attractive glossy appearance is com- 
bined with positive greaseproof 
protection. 

2.G and G papers retard rancidity. 
Prevent staining. 

3. Resist moisture (coated or waxed 
grades). 

4. Fabricate and print easily. 

5. Cost is reasonable in relation to 
performance. 


RHINELANDER PAPER 


Rhinelander Paper Company, Rhinelander, Wisconsin 
Subsidiary of St. Regis Poper Company 


Confectionery Brokers 


G & Z BROKERAGE HERBERT M. SMITH 
COMPANY 318 Palmer Drive 
New Mexico—Arizona El Paso NO. SYRACUSE, NEW YORK 
County Texas Terr.: New York State 
P. 0. Box 227 ALBUQUERQUE 
N. Mex. 
Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years experi- 
ence in the confectionery field. We 
cal on every account personally 
every six weeks. Candy is our busi- 
ness. 








“aeae" 








SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 
Terr.: Virginia, N. Carolina, 
S. Carolina 








FRANK Z. SMITH, LTD 
Manufacturers Sales Agents 
1500 Active Distributors 
Box 24, Camp Taylor 
LOUISVILLE 13, KENTUCKY 
Terr.: Kentucky, Tennessee and 
Indiana 


LIBERMAN SALES 
COMPANY 
324 Joshua Green Bldg. 
1425 Fourth Ave. 
SEATTLE 1, WASHINGTON 
I. Liberman Cliff Liberman 

Terr.: Wash., Ore., Mont., Ida., 

Nevada, Utah 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 
ALpine 5-4582 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





HARRY N. NELSON CO. 


646 Folsom Street 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Terr.: Eleven Western States 





IRVING S. ZAMORE 
2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 


Manufacturing Confectioners 
Since 192 
Territory: Pennsylvania excluding 
Philadelphia. 





RALPH W. UNGER 
923 East 3rd St. 
, Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 


































The 


MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 








The Candy Clinic is conducted by one of the most ey. 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manv. 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours, 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Selected Best Candies of the Year 


Code 1A8 
Assorted Crystalized Creams 
For Christmas 
6% ozs.—49¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good 
Container: Oblong tray, foiled. Overall 
cellulose wrapper, gold foil seal print- 
ed in red. 
Candies: 
Red Bells: Good 
Red, White & Green Stars: Good 
Green & Red Leaves: Good 
White Santa Claus: Good 
Green & Red Gum Strings: Good 
Colors: Good 
Texture: Good 
Crystal: Good 
Flavors: Good 
Molding: Good 
Remarks: The best box of this type we 
have examined this year. Very fine 
workmanship. Neatly packed. Should 
be a good seller at 49¢. 


REVIEW: We examine many poor sam- 
ples of crystalized creams. Some are 
off color; in others the crystal is 
coarse or blistered. In some cases the 
crystal is broken and the cream is 


hard. 


Code 1E8 
Bittersweet Chocolate 
Holly Leaves 
3% ozs.—$1.00 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good 
Box: One layer type, white paper top 
printed in green, red and gray. Name 
embossed in gold. Extension top and 
bottom. Cellulose wrapper. 
Appearance of Box on Opening: Good 
Leaves: Each leaf had three red holly 
buds near the bottom. 
Molding: Good 
Gloss: Good 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: Highly priced but a different 
kind of chocolate novelty. A good 
quality of chocolate. Very fine mold- 
ing and should be a good seller for 
the holidays. 


REVIEW: The chocolate in these leaves 
was of the best quality. The molding 
was the best we have seen in some 
time. The piece was very good eating. 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE —Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ Pieces 

DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 
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Code 1K8 
Large—Peppermint 
Hard Candy Stick 
2 ozs.—5S¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Stick: Good 
Stick: Stick is 8” by 3/4. Cellulose 
wrapper printed in red and blue. 
Stripes: Good 
Texture: Good 
Flavor: Peppermint: Good 
Remarks: The largest 5¢ hard candy 
stick we have examined this year. 
Well made and a good peppermint 
flavor. 


REVIEW: Most hard candy sticks of this 
kind are grained. This stick was very 
good eating and had very good work- 
manship. 





Code 1L8 
Candy Canes: 6 Canes 
1.5 ozs.—10¢ 
(Purchased in a 5¢ and 10¢ store, 
Chicago, II.) 

Appearance of Package: Good for a 10¢ 
seller. 

Container: Folding box, green printed 
in white. Cellulose window. Each cane 
in a cellulose bag printed in white. 

Canes: 

Stripes: Good 
Texture: Good 

Flavor: Peppermint: Good 

Remarks: The best cane package we 
have examined at this price. Good 
workmanship and neatly packed. 


REVIEW: In most boxes of canes we 
find a number are broken but these 
arrived in fine condition and had a 
very fine mint flavor. Cheaply priced 
at 10¢. 





Code 1M8 
Assorted Hard Candies 
2 Ibs.—$1.59 
(Purchased in a 5¢ and 10¢ store, 
Chicago, III.) 
Appearance of Package: Good 
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NO 


For true-fruit tanginess in soft drinks, candy, sherbets, use 
Pfizer Citric Acid. And try the anhydrous form. It saves you 
money on an actual acid basis... gives uniform acidity after 
months of storage, too! Whatever your needs in high quality 
acidulants, look to Pfizer. 


Manufacturing Chemists for Over 100 Years\~ 





=) PFIZER 


WZ 
Shs we KAS 


CHAS. PFIZER .& CO., INC. 
Chemica! Sales Division 
630 Flushing Ave., Brooklyn 6, N. Y. 


Branch Offices: Chicago, !!!.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga.; Dallas, Tex. 


















































Container: Round tin can, slip cover. 
Printed in red, white and blue and 
yellow, green and chocolate. Imprint 
of pieces in colors. Light board sleeve 
printed. 

Assortment: 

Filled Straws: Good 
Pillow: Good 
Buttercups: Good 
Chips Round and Long: Good 
Solid Chips: Good 
Solid Clear Shapes: Good 
Colors: Good 
Gloss: Good 
Strings: Good 
Jackets: Good 
Centers: Good 
Flavors: Good 

Assortment: Good 

Remarks: The best assortment of hard 
candy we have examined at this price. 
Very good quality and good workman- 
ship. 


REVIEW: This assortment of hard can- 
dies was outstanding at this price. We 
seldom find good flavors in this priced 
hard candy. 





Code 2K8 
Nut Chews 
8 ozs.—3l¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Package: Good 
Container: Folding box, oblong shape, 
printed in yellow, brown and red. Cel- 
lulose wrapper. Imprint of piece in 
colors. 
Piece: Piece is a milk chocolate coated 
peanut chew. 
Coating: Good 
Center: 
Texture: Good 
Color: Good 
Peanuts: Good 
Taste: Good 
Remarks: The best piece of this kind 
we have examined in some time. Very 
good eating. 


REVIEW: The texture and peanut flavor 
in the center were very good and 
the coating was also of very good 
quality. 





Code 2G8 
Butter Toffee Covered Nuts 
2 ozs.—10¢ 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good 
Container: Cellulose bag printed in yel- 
low, brown and white. 
Piece: Piece is a sugared peanut; the 
name of butter toffee nuts is mislead- 


ing. 
Coating: Good 
Peanuts: Good 
Taste: Good 
Remarks: The best sugared peanuts we 
have examined in some time. 


REVIEW: These sugar peanuts are new 
and different. They had a very thin 
coating of clear candy. The peanuts 
were well roasted and the candy was 
very brittle. They were very good 
eating peanuts. 


Code 2J8 
Assorted Toffees 
4 ozs.—33¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 
Appearance of Package: Good 
Container: Cellulose bag, paper clip on 
top printed in dark pink, silver and 
white. Pieces are wrapped in printed 
foil and cellulose. 
Toffees: 
Colors: Good 
Texture: Good 
Flavors: Good 
Remarks: The best toffee of this kind 
we have examined in some time. Well 
made and good flavors. 


REVIEW: This toffee is a little highly 
priced but of very good quality and 
was very good eating. 





Code 2B8 
Coffee Flavored Toffee 
1 Ib.—$1.39 
(Purchased in a department store, 
Chicago, IIl.) 
Sold in Bulk 
Piece: Pieces are wrapped in printed 
cellulose. 
Color: Good 
Texture: Good 
Flavor: Good 
Remarks: A very well made coffee tof- 
fee, but slightly high priced. 


REVIEW: Toffees are one of the most 
abused confections on the market. 
Some are hard, tough and lack flavor, 
or they are like a hard, tough caramel. 





Code 2C8 
Caramel Nougat Rolls 
10 ozs.—29¢ 
(Purchased in a chain food store, 
River Forest, Ill.) 
Appearance of Package: Good 
Container: Cellulose .bag, paper clip on 
top printed in yellow, brown and 
white. 
Rolls: 
Color: Good 
Caramel: Good 
Nougat: Good 
Texture: Good 
Taste: Good 
Remarks: The best caramel nougat rolls 
we have examined at this price. Cheap- 
ly priced at 29¢. 


REVIEW: A very good eating caramel 
nougat roll, this sample had very 
good workmanship and was cheaply 
priced at 29¢ for 10 ozs. 





Code 2E8 
Old Fashioned Sponge Candy 
4% ozs.—19¢ 
Purchased in a department store, 
Chicago, IIl.) 
Appearance of Package: Good 
Wrapper: Sponge is in the shape of a 
loaf with a cellulose wrapper. Printed 
in white and brown. 
Sponge: 
Color: Good 
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Texture: Good 
Taste: Good 

Remarks: We seldom get samples of this 
piece; it was very popular years ago, 
Very good eating and an attractive 
wrapper for this type of confection, 


REVIEW: This confection is similar ty 
the old fashioned Broadway taffy. This 
sample was very good eating. 












Code 518 
Chocolate Filled Bar 
1% ozs.—10¢ 
(Purchased in a chain drug store, 
Chicago, Illinois) 

Appearance of bar: Good 
Size: Good 
Wrapper: Gold paper backed foil, inside 

wrapper of choc. glassine paper. 
Bar, Molding: Good 
Coating, Dark: 

Color: Good 

Gloss: Fair 

Taste: Good 
Bar is made in a shell mold—four sections 
Center: 

Choc. Paste, Color: Good 

Texture: Good 

Taste: Good 
Remarks: The best bar of this type we 

have examined this year. 


REVIEW: There are a number of bars 
of this type on the market but this 
bar was the best one we examined 
this year. It was very well made in 
the center and had a good eating dark 
coating. 





Code 5J8 
Milk Chocolate Bar 
4 ozs.—19¢ 
(Purchased in a chain drug store, 
Chicago, Illinois) 

Appearance of bar: Good 
Size: Good 
Wrapper: White paper; printed in blue 

and gold. Inside foil wrapper. 
Bar: 

Chocolate Milk: 

Color: Good 

Gloss: Good 

Texture: Good 

Molding: Good 

Taste: Good 
Remarks: The best milk chocolate bar 

we have examined in some time. Very 

good milk flavor and very well refined. 

A good eating solid chocolate bar. 


REVIEW: Most milk chocolate bars lack 
a good milk taste. In some sam 
we find a flavor has been used, but 
mostly a butter flavor. Any flavor re 
gardless of how good it may be doe 
not compare with a true milk flavor. 





Code 2M8 
Peanut Brittle 
1 Ib.—43¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Package: Good 
Container: Oblong folding box, foil wrap 
per printed in brown, yellow 
white. 
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Appearance of. Box. on Opening: Good 


=. Good: 
Texture: Good 
Peanuts: Well roasted 
Taste: Good 

Remarks: The best peanut brittle we 
have examined. at this price in some 
time. 


REVIEW: Many peanut brittles we ex- 
amine are hard and tough. Sometimes 
the peanuts are not roasted enough; 
others lack peanuts. This sample was 
exceptionally well made. 


Code 4A8 
Chocolate Dipped Peanuts 
1 Ib.—69¢ 
(Purchased in a Chain Store, 
Chicago, III.) 

Appearance: Good for this priced con- 
fection. 

Container: Large oblong box: Printed— 
blue, white and brown. Imprint of 
peanuts in color. Cellulose wrapper. 

Coating: Good 

Peanuts: Good 

Taste: Good 

Remarks: The best milk chocolate coated 
peanuts (at this price) we have ex- 
amined this year. 


REVIEW: Most milk chocolate peanuts 
we examine are not up to standard. 
The coating is not a good milk choco- 
late or is a compound coating. These 
peanuts were well roasted and brittle. 


Code 4B8 
Toffee Corn 
5% ozs.—37¢, 
(Purchased in a Chain Store, 
Chicago, Illinois) 

Appearance of Package: Good for this 
type of confection. 

Container: The same that is used for 
a two quart milk container. Printed in 
yellow and brown. 

Corn: 

Color: Good 
Texture: Good 
Taste: Good 

Remarks: Very tender corn and the right 
amount of candy. Very good eating, 
the best we examined this year. 


REVIEW: This is a very difficult con- 
fection to keep in good condition. This 
sample was exceptionally good, very 
brittle. The candy also had a very 
good taste. 





Code 6C8 
Marshmallows 
14 ozs.—23¢ 
(Purchased in a department store, 
River Forest, Ill.) 
Appearance of Package: Good 
Container: Cellulose bag printed in red, 
white and blue. Imprint of angel in 
red, white and blue. 
Marshmallows: 
Color—White: Good 
Texture: Good 
Flavor: Good 
Remarks: One of the best marshmallows 


at this price we have examined this 
year. 


REVIEW: We often wonder about some 
of the marshmallow samples we ex- 
amine; they are dry, tough and taste- 
less, Very little can be done in mak- 
ing marshmallows; the same raw ma- 
terials. are used . but what a 
difference! This sample was a good 
eating marshmallow and cheaply 
priced. 


Code 5H8 
Milk Chocolate 
& Coconut Bar 
1% ozs.—10¢ 
(Purchased in a chain drug stor@, 
Chicago, Illinois) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Red. paper band 
white buff and brown, 
wrapper. 
Bar: 


Choc. Milk: 

Color: Good 

Gloss: Good 

Texture: Good 

Molding: Good 

Taste: Good 

Coconut (Toasted): Good 

Remarks: A good eating chocolate bar, 

of this type. 


REVIEW: This bar had an outstanding 
milk flavor and was very well refined. 
The wrapper was also attractive. 
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embraces in its design the experiences 
gained from decenniums of daily work- 
ing under the most varying conditions 
in chocolate factories all over the 


world. 


It is a low speed pump of the rotor type, 
with sliding vanes positively guided. 
Inside cleaning is conveniently done by 
removing a cover in the pump housing. 
A direct coupled gear-box is incorporat- 
ed. 

Capacity up to 5000 kilos, or even more, 
per hour, dependent on pumping height 
and consistency of chocolate. 


32-38 SYDMARKEN 
SOBORG (COPENHAGEN) 
DENMARK 
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ASSORTED CHOCOLATES 

(Commentary) 

We were very disappointed in the as- 
sorted chocolate samples this year. Re- 
gardless of the price, we find the coat- 
ings are not up to standard. The centers 
are being made cheaper and less coating 
is being used. Most all are making 
larger pieces. We know coatings have 
advanced in price, labor etc., but allow- 
ing for all these things, the manufac- 
turers are not putting the quality into 
the candy that they once did. Of course 
most of them have advanced their prices. 
There are a few exceptions, and some 
manufacturers are still putting out a 
box of assorted chocolates at a very 
small advance in price. 





Code 6A8 
Assorted Chocolates 
1 Ib.—$1.45 
(Sent in for analysis 4803) 
Appearance of Package: Good 
Container: Oblong box, one layer type. 
Brown, name printed in dark brown; 
imprint of tavern in brown. Cellulose 
wrapper. Easter cellulose band in 
colors. 
Appearance of box on opening: Good 
Number of pieces: 34 
Dark: 19 
Foil wrapped: 1 
Coatings: Dark and light. 
Colors: Good 
Gloss: Good 


Strings: Good 
Taste: Good 
Dark Coated Centers: 
Orange Cream: Good 
Vanilla Caramel: Good 
Opera Cream: Good 
Hard Candy Blossom: Good 
Vanilla Nut Cream: Good 
Chocolate Cream: Good 
Vanilla Cream: Good 
Nut Nougat: Good 
Chips: Good 
Buttercream: Good 
Lemon Cream: Poor flavor 
Light Coated Centers: 
Vanilla Nut Caramel: Good 
Cashew Cluster: Good 
Nut Buttercream: Good 
Nut Nougat: Good 
Nut Crunch: Good 
Raisin Cluster: Good 
Vanilla Nut Cream: Good 
Chocolate Paste: Good 
Foiled Cordial Cherry: Good 
Assortment: Good 
Remarks: The best assorted chocolates 
we have examined this year at the 
price of $1.45 the pound. Very well 
made and of very good quality. Very 
attractive inside liner. Suggest a better 
grade of lemon oil be used. 


REVIEW: Very seldom do we examine 
a box of assorted chocolates of this 
quality, workmanship, packing and 
chocolate coatings. It is cheaply priced 
at $1.45 the pound. We have examined 
some $1.75 and $2.00 chocolates that 
were not as good as these chocolates. 





Code 6F8 
Marshmallows 
10 ozs.—2l¢ 
(Purchased in a food shop 
Oak Park, Ill.) 
Appearance of Package: Good 
Container: Cellulose bag printed in req 
yellow, blue and white. 
Marshmallows: 
Color—White: Good 
Texture: Very good 
Taste: Good 
Remarks: The best marshmallow of this 
type we have examined this year, Ver 
well made and a tender texture. 


REVIEW: These marshmallows were 
very good eating and cheaply priced 
at 10 ozs. for 21c. 














Code 6H8 
Assorted Nut Fudges 
1 Ib.—$1.00 
(Purchased in a candy store, 
Oak Park, Ill.) 
Sold in Bulk: 
Fudges: 
Colors: Good 
Texture: Good 
Flavors: Good 
Nuts: Good 
Remarks: The best home made fudge 
we have examined this year. Slightly 
high priced at $1.00 the pound. 


REVIEW: While this fudge is a trifle 
highly priced, it is a real home made 
fudge of the best quality. We find 
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Liquor; Coatings; Powder 
for the Candy, Ice Cream 
and Bakers Industry 


HOOTON CHOCOLATE COMPANY 
NEWARK 7, NEW JERSEY 





ENZYME MODIFIED WHOLE MILK POWDER 
Adds "'Sell’’—because It’s Distinctively Different 


MIL-LAIT gives your milk chocolate and other chocolate products 
the “million dollar" flavor that places you in a sharp competitive 
position. MIL-LAIT is an enzyme modified 28'/2% butterfat whole 
milk powder developed from a scientifically controlled lipase enzyme 
system This scientific laboratory control in turn gives you positive 
flavor control in your product Only a small amount of MIL-LAIT 
replacing part of your regular supply of normal milk powder makes 
a “world of difference’’ in final fiavor. 


Direct Service and Technical Assistance 
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1 positive Color is the first overture your product scientific precision each time you reorder. 


yet makes to a prospect. Is that color as The Wm. J. Stange Co. Laboratories and 


inviting as it could be? Does your color Technical Staff will gladly assist you in 
help make as many sales as it should? capitalizing on all the stimulation that 
Stange color technicians can create the color can bring to your products. Consult 
color you desire . . . and produce it with your Stange representative or write: 








PEACOCK BRAND CERTIFIED FOOD COLOR 
WM. J. STANGE CO., Chicago 12, Illinois + Paterson 4, New Jersey * Oakland 21, California 
Canada: Stange-Pemberton, Ltd. Toronto, Ontario . Mexico: Stange-Pesa, S. A. Mexico City 





Printed in U.S.A 






































some samples of fudge that are called 
home made but can be chewed like a 
soft caramel. 





Code 6G8 
Coconut Toasted Marshmallows 
12 ozs.—27¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Package: Good 
Container: Cellulose bag printed in 
orange and white. 
Marshmallow: 
Coconut: Well roasted 
Texture: Good 
Taste: Good 
Remarks: The best toasted marshmallow 
we have examined this year. Suggest 
name etc. be printed in a bright brown 
instead of orange. 


REVIEW: The coconut on these marsh- 
mallows had a very fine coconut taste. 
We find many samples of toasted co- 
conut that are dry, hard and tasteless. 


Code 6J8 
Novelty Marshmallow Package 
3 ozs.—29¢ 
(Purchased in a chain variety store, 
Chicago, Iil.) 

Appearance of Package: Good for this 
priced package. 

Box: Oblong stiape, large cut out top. 
Printed in green. Overall cellulose 
wrapper. 

Marshmallow Pieces: Marshmallow pieces 
are in the shape of large pieces of 
fruits in colors. 

Molding: Good 
Colors: Good 
Texture: Good 
Taste: Good 

Remarks: The best marshmallow novelty 
package at this price we have examin- 
ed this year. 


REVIEW: As a novelty, this marshmal- 
low fudge is outstanding, but a trifle 
high priced at 29¢. 





Code 6N8 
Milk Chocolate Coated 
Nut Meats 
1 Ib.—$1.39 
(Purchased in a fancy food shop, 
Oak Park, Ill.) 
Appearance of Package: Good 
Box: Square, one layer type, printed in 
brown, white, pink and yellow. Im- 
print of nut meats in color. Cellulose 
wrapper. 
Appearance of box on opening: Good 
Coating—Milk Chocolate 
Color: Good 
Gloss: Good 
Strings: Fair 
Taste: Good 
Nuts: A partition of large square in each 
section has a large paper cup full of 
nuts. 
Brazils: Good 
Cashews: Good 
Almonds: Good 


Filberts: Good 
Remarks: The best box of milk chocolate 


nut meats we have examined this year ‘ 


at this price. Nuts were well roasted 
and had a good fresh flavor. Cheaply 
priced at $1.39 the pound. Should be 
a good seller, 


REVIEW: The quality of nut meats and 
chocolate coating used on these nut 
meats was of the best. We suggested 
the manufacturer check his cost as 
the package is cheaply priced at 
$1.39 the pound. 


Code 6M8 
Pecan And Coffee Truffles 
1 Ib.—$2.00 
(Sent in for analysis) 
Appearance of Package: Good 
Box: Oblong shape, one layer type, 
white paper wrapper printed in green 
stars. Box has a dark brown glazed 
paper top, name of crest embossed in 
dark brown. Cellulose wrapper. 
Appearance of box on opening: Good 
Coating—Light: 
Color: Good 
Gloss: Good 
Strings: Good 
Taste: Good 
Center: Center is a chocolate paste, some 
with pecans and some flavored coffee. 
Color: Good 
Texture: Good 
Coffee Flavor: Good 
Nuts: Good 
Number of Pieces: 40 
Remarks: A very good eating piece but 
highly priced at $2.00 the pound. A 
neat looking box top and chocolates 
are very well packed. 


REVIEW: The chocolate paste used in 
this sample was of the best and had 
a very fine texture. Many of these 
chocolate paste pieces we examine are 
very greasy, and lack a good chocolate 
taste. 





Code 2L8 
Peanut Butter Filled Ribbon Candy 
1 Ib.—69¢ 
(Purchased in a chain drug store, 
-Chicago, II.) 
Appearance of Package: Good 
Container: Oblong box, top printed in 
blue, red, brown and white. Imprint 
of piece in color. Cellulose wrapper. 
Appearance of Box on Opening: Good 
Ribbon Candy: 
Color: Good 
Molding: Good 
Gloss: Good 
Peanut Butter: Good 
Remarks: A very good eating ribbon 
candy; very well made and cheaply 
price at 69¢ the pound. 


REVIEW: This was a new one to us. 
We have never received a sample of 
peanut butter ribbon candy. This piece 
was very well made and of good qual- 
ity. It was cheaply priced at 69¢ the 
pound, 
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Code 6L8 | 
Vanilla And Chocolate Nut Fudge 
1 Ib.—79¢ 
(Purchased in a department store, 
Chicago, IIl.) 

Sold in Bulk: 
Fudge: 
Colors: Good 
Texture: Good 
Flavors: Good 
Nuts: Good 3 
Remarks: A very well made home 
fudge and a good -nount of nuts 
. One of the best home made fud 
we have examined this year. 


REVIEW: This fudge contained a goodly 
amount of nut meats and was a real 
home made fudge. 









Code 8R8 
Fruit Jellies 
7 ozs.—39¢ 
(Purchased in a food shop, 
Chicago, Ii.) 
Appearance of Package: Good 
Container: Long oblong tray, cellulose 
wrapper, gold seal printed in green. 
Cellulose printed in pink. 
Jellies: 
Colors: Good 
Texture: Good 
Flavor: Good 
Sugaring: Very Good 
Remarks: The best fruit jellies we have 
examined this year. 


REVIEW: Many fruit jellies we exam 
ine are not jellies but starch gums. 
These fruit jellies were a real jelly 
and contained very good flavors. Very 
good workmanship on the sample also. 





Code 8J8 
Hard Candy Drops 
Fruit Flavors 
10 ozs.—39¢ 
(Purchased in a chain drug store, 
Chicago, Iil.) 
Appearance of Package: Good 
Container: Round tin, friction top, Print- 
ed in black, red, green and yellow. 
Imprint of drops in colors. 
Drops: 
Color: Good 
Texture: Good 
Flavors: Good 
Remarks: A good eating hard candy 
fruit drop, one of the best we have 
examined this year. 


REVIEW: Many fruit drops of this kind 
are full of acid and very little flavor. 
The flavors used in these drops were 
very good. 


Code 8G8 
Hard Candy Sticks 
(Purchased in a department store, 
Chicago, IIl.) 
Appearance of Package: Good 
Container: Oblong folding box, large 
oval cut in the middle. Printed in 
pink, white and green. Cellulose wrap- 
per. Sticks are wrapped in cellulose. 
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Tropical Humidity! 8c 
moisture balance—did not become wet and sticky. 
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rs made with Sweetose held a just-right 


Narrow humectant range of Staley’s enzyme-con- 
verted corn syrup increases shelf life—lowers costs! 
We gave Sweetose “the works” . . . simulating the severest 
conditions of jungle humidity and desert aridity in our 
laboratories. The result? As an all-weather humectant, 
Sweetose proved superior to all other humectants tested. 

This means candies made with Sweetose hold an appe- 
tizing moisture level through the most extreme variations 
of humidity and temperature . . . allowing you, Mr. Con- 
fectioner, to cash in on a longer shelf life with bigger 
profits, expanded distribution. 
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Desert Aridity! Bars made with Sweetose kept a perfect moisture 
balance while others dried out, cracked and discolored. 


Conclusive exposure tests prove Sweetose extends 
candy shelf life far longer... at lower cost 


Advantages to be had using this ‘Cream of Corn Sweet- 
eners” don’t stop here. Leading confectioners with plants 
all over the country depend on Sweetose to improve taste, 
texture and tenderness in their wares. 

With all this, Sweetose has proved economies . . . both 
in sweetening and in cutting sweetener handling costs. 
For additional information, call your Staley Representative 
at the branch nearest you or write today to... 


A. E. Staley Mfg. Co., Decatur, Illinois 
Branch Offices: Atlanta * Boston * Chicago + Cleveland + Kansas City 
f@ NewYork + Philadelphia + Sen Francisco * St. Louis 


$weetose 


CORN SYRUP 



















Sticks: 
Colors: Good 
Gloss: Fair 
Texture: Good 
Flavors: Good 

Remarks: One of the best hard candy 
stick packages we have examined this 
year, Cheaply priced at 35¢ for five 
and three quarters ozs. 


REVIEW: Seldom do we examine hard 
candy sticks in a package when some 
are not broken. We did not find any 
broken sticks in the package and it 
was most attractive. 


Code 9C8 
Pecan Caramel Square 
1% ozs.—15¢ 
(Purchased in a department store, 
Kansas City, Mo.) 

Appearance of Square: Good 
Wrapper: Cellulose wrapper printed in 

gold. 
Square: 

Color: Good 

Texture: Good 

Taste: Good 
Remarks: A very good eating caramel 

pecan, well made. To avoid trouble 

with the Food & Drug Dept., we sug- 
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gest address be printed on ’ 
The best nut caramel we have o 
amined this year. 







REVIEW: This piece contained a good. 
ly amount of pecans and good 
caramel. It was of very good quality, 





Code 8E8 
Assorted Filled Plastic 
Hard Candies 
1 Ib.—49¢ 
(Purchased in a department store, 
Chicago, II.) 

Sold in bulk: Pieces are wrapped jn 
printed cellulose. All clear jackets, 

Hard Candies: 

Colors: Good 

Jacket: Good 

Centers: Good 

Flavors: Good except for the red egl- 
ored piece. 

Remarks: A well made plastic filled 
piece. Suggest flavor in the red cob 
ored piece be checked as it is not mp 
to standard. Cheaply priced at 4 
the pound. 


REVIEW: These filled candies are 
cheaply priced but were of good qual 
ity. We suggest the manufacturer 
check his costs. 





Code 9A8 
Fruit Slices 
1 Ib.—79¢ 
(Purchased in a retail store, Phila., Pa) 
Appearance of Package: Good 
Container: Oblong shape box, one layer 
type, buff paper top, name printed in 
brown. White paper wrapper, overall 
print in gold of historic places in 
Phila. Tied with pink grass ribbon. 
Appearance of box on opening: Good 
Slices: 
Colors: Good 
Texture: Good 
Sugaring: Good 
Texture: Good 
Flavors: Good 
Remarks: The best fruit slices we have 
examined this year at this price. 
Cheaply priced at 79¢ the pound. 


REVIEW: We find most fruit slices are 
tough, lack flavor, and are dry. These 
fruit slices were very good eating, 
tender, and had very good flavors. 





Code 9J8 
Honey Chew Bar 
1-3/16 ozs.—5¢ 
(Purchased in a chain drug store, 
Chicago, IIl.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Wax paper wrapper printed in 
red, white, yellow and blue. 
Bar: 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: The best 5¢ bar of this typ 
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pening: Gol} more and more people are enjoying \4 
fine products with coatings made 
with Durkee's Paramount ! 
lices we have Successful confection manufacturers are specifying coatings made with 
‘as oe Durkee’s Paramount for greater year ’round customer satisfaction. 
a ; You'll find that coatings made with Paramount vegetable hard butters 
re diy. T oe give your product real eye appeal... real taste appeal. 
ry Boe. . Ask your regular supplier about coatings made with Durkee’s 
; Paramount —available in varying degrees of hardness to meet specific 
requirements of all types of confections, all types of climate conditions — : 
Winter and Summer. Durkee’s trained specialists will be glad to show 
i you how best to use Paramount coatings for your own operation. 
vf eal Coatings made with Paramount are famous for: 
® High Gloss Retention * Greater Bloom Resistance 
© Greater Stability *Longer Shelf Life * Year 'Round Top Performance 
per printed in ' 
- DURKEE’S PARAMOUNT 


f this type LOUISVILLE, KENTUCKY + CHICAGO, ILLINOIS + BERKELEY, CALIFORNIA + NEW YORK, NEW YORK ci 
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SAVAGE LATEST FIRE MIXER 


MODEL S-48 























































Thermostatic Gas Control—Variable Speed 





The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has 
many new features and conveniences: 


Automatic Temperature Control 

Variable Speed from 30 to 60 RPM 

Break-back within floor space 32” x 48” 

Aluminum Base and Body Castings 

Atmospheric Gas Furnace with Stainless shell 
Removable Agitator, single or double action 
Stainless Cream Can and Stainless Drip Pan 

Copper Kettle 24” diameter 12/2” deep or 16” deep 


You can save labor and obtain uniform batches by setting the thermostat for 
degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 


peanut candies, fudge, nougat, gum work, and with double action agitator is 
ideal for coconut candies and heavy batches. 


Your inquiry invited 


SAVAGE BROTHERS COMPANY 


2638 Gladys Ave. Chicago 12, Ill. 
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we have examined this year, We 
made and good eating. 


REVIEW: We examine many bars ¢ 
this type over the year and this by 
is always of the best quality. It j 
very easy to chew and has a yey 
good flavor. 4 


Code 9E8 
Coconut Fudge Bar 
1% ozs.—5¢ 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Cellulose wrapper printed jj 
brown and yellow. 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: The best 5¢ vanilla fudge bar 


we have examined this year. 


REVIEW: A very well home made 
fudge bar. The coconut was tender 
and the fudge was well made. 


Code 9F8 
Coconut Kisses 
1% ozs.—5¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Three coconut kisses on a lay- 
er board, cellulose wrapper printed 
in red, white and blue. 
Kisses: 
Color: Good 
Texture: Good 
Taste: Good 
Remarks: The best coconut piece of this 
kind we have examined this year. 


REVIEW: These kisses were well made. 
The coconut was soft and had a good 
flavor. Many kisses of this type we 
find are hard and dry and lack flavor. 





Code 918 
Peanut Bar 
2 ozs.—10¢ 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Inside wax paper wrapper. 
Paper band outside printed in brown, 
red, white and blue. Overall print of 
bar in brown. 
Bar: 
Color: Good 
Texture: Good 
Peanuts: Good, well roasted 
Taste: Good 
Remarks: We have examined this bat 
many times over the years. We always 
find it one of the best peanut bars of 
its kind on the market. 


REVIEW: This bar had always beem# 
quality bar. It is tender to eat @ 
has a goodly amount of well roast 
peanuts in it. 
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Code 9P8 
Mint Assortment 
1 Ib.—95¢ 
(Purchased in a retail store, 
Phila., Pa.) 
Appearance of Package: Fair. See re- 
marks 
Containers: Oblong box, one layer type, 
white paper top printed in green and 
gold. Spray of mint leaves in green. 
Appearance of box on opening: Good 
Candies: 
Hard Candy Squares—Cellulose wrap- 
pers: Good 
Molasses Chews—Cellulose wrappers: 
Good 
Crystalized Cream Wafers: Good 
Jelly Rings: Good 
Jelly Wafers: Good 
Crystalized Creams in fruit shapes: 
Good 
Mint Jelly and Marshmallow in layers: 
Good 
Crystalized Gum Strings: Good 
Opera Gum Drops: Good 
Turned Sugar Sticks—Inside foil wrap- 
per—Outside cellulose wrapper: 
Good 
Assortment: Good 
Remarks: The best mint assortment we 
have examined this year at this price. 
Very well made and good summer as- 
sortment. Suggest box be wrapped in 
cellulose as there were a number of 
dirty finger marks on the top of the 
box. 


REVIEW: We think a pound mint pack- 
age should contain a large assortment. 
We find in most mint assortments a 
very small assortment. This assortment 
was very good and contained a num- 
ber of different mint flavored pieces. 


Code 10K8 
Jelly Slices 
1 Ib.—59¢ 
(Purchased in a chain department store, 
Chicago, Il.) 
Sold in bulk 
Slices: 
Colors: Good 
Shape: Good 
Sanding: Good 
Flavors: Good 
Remarks: A good eating slice, the best 
we have examined this year at this 
price. 





COLORED COATINGS 


Add color to your package! 


RA ~ , : ~— 
Bon bon coatings in 1 


white 


peach, yellow and 


Nu Coat 
Bon Bon 
Company 


4338 N. Western Avenue 


Chicago 18 aleyy | 
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REVIEW: These slices were exception- 
ally good eating and cheaply priced 
at 59¢ the pound. The sanding was 
also very well done. 


Code 10D8 
Coated Peanuts 
10 ozs.—49¢ 
(Purchased in a food shop, 
Chicago, III.) 
Appearance of Package: Good 
Container: Round glass jar, white screw 


cap, white paper seal printed in red 
and blue. 

Peanuts: 
Color: Good 
Roast: Good 
Texture: Good 
Coating: Good 
Taste: Good 

Remarks: This peanut is something new 
to us. It has a very thin sugar coat- 
ing, very brittle. Most coated or sug- 
ared peanuts have too much candy 
on them and many times we find the 
candy coating is soft. These peanuts 

































































should enjoy a very good sale as they 
are very good eating. 


REVIEW: A different kind of candy 
peanut was this sample. The remarks 
above cover the piece. But we would 
like to add that we kept these pea- 
nuts for three months under test and 
they were still good eating. 


Code 10A8 
Pickled Peanuts 
7% ozs.—69¢ 
(Purchased in a retail shop, 
Chicago, Ill.) 
Appearance of Package: Good 
Container: Amber colored plastic bowl, 
white flexible top, brown paper seal 
on top printed in brown, green, and 
white. Imvrint of peanut man in 
colors. 


Salting: See remarks. 

Remarks: A very fine eating roasted pea- 
nut. Suggest more salt be added to 
improve the flavor. Very highly priced 
at 69¢ for 744 ozs. 


REVIEW: These peanuts were differ- 
ent from most salted peanuts. They 
were tender to eat and very brittle. 


Code 10F8 
Spiced Gum Drops 
1% ozs.—5¢ 
(Purchased in a chain drug store, 
Chicago, Ill.) 
Appearance of Package: Good 
Container: Cellulose printed bag, printed 
in red, white, green and yellow. 
Drops: 
Color: Good 
Sanding: Good 
Texture: Good 
Flavors: Good 
Remarks: The best 5¢ package of opera 
gums we have examined this year. 
Well made and good eating. 


REVIEW: These operas were very good 
eating. They were tender and con- 
tained good flavors. Most spiced gums 
are tough and the only flavor we can 
taste is the spice. 





Code 1018 
Assorted Party Mints 
14 ozs.—65¢ 
(Purchased in a food shop, 
Chicago, IIl.) 
Appearance of package: Good 
Container: Round tin, printed in green. 
Imprint of mints in white. Mint leaves 
in green on the side. Friction top. 
Mints: Very small pieces. 
Colors: Good 
Texture: Good 
Flavors: Good 
































Remarks: The best mints of this king 
we have examined this year. Very 
good eating and good flavors. 


REVIEW: For a small piece of this type 
of confection, these mints were go 
and had a very good mint flavor. Mog 
mints of this type we find hard ayj 
lack a good mint flavor. 


Code 10B8 
Assorted Salted Nuts 
¥2 Ib—79¢ 
(Purchased in a chain food store, 
Chicago, Ill.) 
Appearance of Package: See remarks, 
Container: Folding box, oblong shape, 
printed in pink and brown. 
Nuts: Almonds, pecans, brazils, filberts, 
cashews, peanuts. 
Roast: Good 
Texture: Good 
Taste: Good 
Remarks: Good eating salted nuts, one 
of the best we have examined at this 
price this year. Box was very dirty, 
finger marks etc. Suggest box be 
wrapped in cellulose. 


REVIEW: These nuts were well roasted 
and were salted just right. There was 
also a good quality of nut meats, We 
find many salted nuts lack salt and 
this is caused by poor salting. 
























MERCKENS CHOCOLATE COMPANY, INC. 
155 Great Arrow Avenue, Buffalo 7, New York 


BRANCHES AND WAREHOUSE STOCKS IN 


BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 


ERCKENS 
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|152 West 42nd Street 
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Latini's Proven Profit Maker 


225 Pops Formed & Wrapped 
Per Minute 


low labor cost pop operation—one operator does work 
of 4 people. 


The wrapped pops go right through for cooling, then 
packing. 


There is no handling, chipping, breaking, etc.— 
Die pop is free of fins—eliminating scrap. 

Positive stick insertion—all straight and true. 
Weight of pop is variable without change of dies. 


Sandwich wrap saves up to 50% of other type wraps. 








LATINI DIE POP MACHINE 
WITH CONTINUOUS WRAPPING ATTACHMENT 








Hohberger Continuous 
Ball Machine 





Up_to 1,200 Ibs. per hour. Forms filled or plain 
balls, 1 sh and b starlights. 








Hoffman Cluster Machine 
(Formerly Hontz) 


Uniform clusters formed from any 
free flowing nut 
No labor or floor space required 
All stainless steel construction 
Redesigned for greater production—20% 











La , Continuous Tempering for 
The Latini Sander Molding 
Guaranteed to properly sand the Enrobing 
full output of a mogul! Enlarged Hand-Dipping 
steaming chamber. Non-corrosive = - . 
metals wherever seem end suger Available in Five Different Sizes. 
meet. Once Set No Further Attention Needed. TR-2—90-400 Ibs. per hour. 


RASCH AUTOMATIC TEMPERING MACHINE 











Joku Shellman, Tuc. New York 36, N. Y. 
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Just secured from liquidation of... 


4 


New Haven, Conn. 


Simplex Late Model High Dome Steam Jacketed 
two-way Copper, Tilting, Cream Vacuum Cooker 
emptying into Ball 5 ft. Cream Beater. 


Be Sold and Moved Immediatelyl@ 


Bo 
Mo 
20 
= 
20K 
Cu 
50 
10 
20 
%4 
Sir 
Sir 
Sa 
60 


‘ Ps SACRIFICE 
PRICES 


National Equipment 24” New Style Streamlined 
Enrober, complete with Bottomer, Freon Cooling 
Table with Compressor, Packing Table and Cooling 
Tunnel and Freon Compressor. 





National Equipment Cooling Tunnel with Packing 
Table, also with Freon Coils and Compressor. 


ADDITIONAL MACHINES 
AVAILABLE 
2—Savage Model S tilting-type Mixers with 

Open Fire Stove, Double Action Agita- 
tors. 
5—3 ft. x 8 ft. Water-Cooled Tables on 
Stands. 
© Quantities are limited. 
© These offerings are subject to 
prior sale. 


Act Now For First Choice! @ 
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| MACHINERY FOR SALE 








FOR SALE 


Bonus Cluster Machine 
Model S # 3 Savage Fire Mixers. 
9 gal. Model F-6 Savage Tilting 
Mixers, copper kettle. 
) lb. Savage Oval Top Marshmal- 
low Beaters. 
Cut-Rol Cream Center Machines. 
50” two cylinder Werner Beater. 
1000 lb. Werner Syrup Cooler. 
900 Ib. to 500 Ib. Chocolate Melters. 
94” and 32” N.E. Enrobers. 
lex Gas Vacuum Cooker. 
Simplex Steam Vacuum Cooker. 
Savage Cream Vacuum Cooler. 

600 th. Continuous Vacuum Cooker. 
form 3 and Form 6 Hildreth and 
Factory Model American Pullers. 

@ and 7’ York Batch Rollers. 
National Model AB Steel Mogul. 
National Wood Starch Buck. 
Bausman Twin Disc Refiner Unit. 
Ball and Dayton Cream Beaters. 
100 gal. Copper Mixing Kettle with 
Double Action Agitator. 
‘Hudson Sharp Wrapper. 
$50 Ib. cap. Resco chocolate melt- 
| ing and tempering kettle. 
lla batch former. 
Hansella sizing unit. 
Ye guarantee completely rebuilt. 


SAVAGE BROS. CO. 
Gladys Ave. Chicago 12, IIl. 











R SALE: Simplex Gas-Fired Vacuum 
¢ poker, 3 ft., 4 ft., 5 ft. Cream Beat- 
50 to 300 Ib. Chocolate Melters, Gas 

byes, Cut Roll and Friend Cream Cen- 
| Machines, Puiling Machines, York 
th Rollers, Steam Jacketed Agitating 
les, Water Cooled Slabs, Marbles, 
& Reed Vertical Beaters, Candy 


Packing Wheel, Copper Kettles, Gulli- 


» Caramel Cutting Machine and other 
. You will find it worth while to 

eck out prices first. S. Z. Candy Ma- 
ery Co. 1140 N. American St., Phil- 
phia, Pa. 





large Werner Ball Machine for ball 
nd starlight; Gas Fire Simplex Cook- 
extra kettle; LP Pop Wrapper; 
ttle Creek Wrapper, Model 46, elec- 
e. Box 1281, The MANUFAC- 
URING CONFECTIONER. 





6 Hudson Sharp Mens pl Lynch 
_RA Wrapper with roll-card feed; 600 
N.E. Cooker; Steel Mogul with Feed 

t and Stacker, stainless steel hopper; 
Caramel ate, Box 1283, The 
UFACTURING CONFECTIONER. 





nted to buy — Latini Die Pop Ma- 
thine. State Age, Type of Die with 
thine. Lowest Cash Price. Box 1284, 

MANUFACTURING CONFEC- 
) ER, 
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24” Greer Enrober with Bottomer and 

Cooling Tunnel (Freon); Hohberger 
Cream Machine; Forgrove Hard Candy 
Wrappers; Werner Ball Machine, 24” 
fully automatic; Currie Stacker. Box 
1282, The MANUFACTURING CON- 
FECTIONER. 





SITUATION WANTED 











PAN SPECIALIST — Life time experi- 

ence as supt., and supervisor, have 
worked and taught pan work with the 
largest companies. Will teach all phases 
of pan work, will travel anywhere to 
teach, for steady work prefer NY Met. 
area. Companies looking to expand in pan 
work line, can set up dept. and supervise 
and teach personnel. Includes all kinds 
of pan work — Choc. work, candy coated 
work, soft work, & gum work. Box 1183, 
The MANUFACTURING CONFEC- 
TIONER. 





MANUFACTURING EXECUTIVE 
Experienced — Plant Manager supervis- 

ing production, production control, 
plant engineering, quality control. Com- 
plete control Branch Plant. Strong ‘on 
Cost Reduction. M. I. T. Grad. — 43 
yrs. old. Box 1184, The MANUFAC. 
TURING CONFECTIONER. 





EXPERIENCED CANDY & FOOD 

TECHNOLOGIST, having covered all 
phases of confectionery production, as 
well as other food products, wishes po- 
sition to fully use his abilities and ex- 
perience. Box 1285, The MANUFAC- 
TURING CONFECTIONER.,. 





Esq. available to take charge of chew- 

ing gum base department and general 
candy pan line. To this I will add that 
I have my own formula for synthetic 
chichly gum base which took me _ five 
years of research work. Also I will go 
in foreign countries to teach all this. 
Box 1286, The MANUFACTURING 
CONFECTIONER. 








MANUFACTURING 
MATERIAL 
REPRESENTATIVE 





Former Buyer and Merchandiser of 
confectionery and related materials 
now interested in securing one or 
more representative lines for contact 
to the manufacturing industry. States; 
New York, New England and Pennsyl- 
vania. 


Box 1287, The 
Manufacturing Confectioner — 














HELP WANTED 








QUALITY CONTROL SUPERVISOR 


A Canadian manufacturing firm requires 

a man fully experienced in the pro- 
duction of Creams, Hard Candy and 
General Confectionery lines. Apply out- 
lining fully, experience, age, references 
and salary expected. Box 1182 The 
MANUFACTURING CONFECTIONER. 


Plant Technical Director (Food Tech- 

nologist): Well known company offers 
excellent opportunity to man age 30-40 
who will supervise the laboratory and 
take charge of all technical aspects of 
manufacturing, serving as Staff Assistant 
to the Plant Manager. Experience in 
candy or food manufacturing required. 
Manufacturing technical experience es- 
sential. Chemistry degree necessary. Must 
have growth potential. Appropriate sal- 
ay. Your oomeeee reply invited in con- 
fidence. Box 1087, The MANUFACTUR- 
ING CONFECTIONER. 








MISCELLANEOUS 











FOLDING CANDY BOXES: All sizes 

carried in stock for prompt delivery. 
Plain, Stock Print or Specially printed. 
Write for our new catalog of Every- 
Day and Holiday Fancy Boxes, and all 
Paper Products used in the manufacture 
and packaging of candies. PAPER 
GOODS COMPANY, INC., 270 Albany 
Street, Cambridge 39, Mass. 





Offgrade, damaged or surplus sugar, 
starch, flour, syrup, cocoa, chocolate, 
chemicals, for non-food purposes. Chem- 
ical Advance Corporation, 1341 Arch 
Street, Philadelphia 7, Pennsylvania. 
Telephone: Rittenhouse 6-1730. 





Boxes, Folding and Set-up in_ stock. 
Also Wadding cut to size. Shadur Box 
Company, Milwaukee 9, Wis. 








WE BUY & SELL 


SHEETS*ROULS-SHREDDINGS 


Cellophane rolls 100 fi. or mere 
ALSO MADE OF OTHER CELLULOSE FILM 
Glassine Bags, Sheets & Rolls 


Diamond “Cellophane” Products 
Harry L. Diamond Edward H. Elsen 


“At Your Service” 
74 EK. 28th St. | Chicage 16, 
Victory 2-1030 

















tioner by placing their advertisements on its pages. The 


messages 

are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufa 


Ambrosia Chocolate Co. ....... Oct. ’58 
Anheuser-Busch, Inc. ............. 7 
Aromanilla Co. Inc., The ..... Nov. 58 
Basic Industries, pe. SR ERS ree 19 
The Best Foods Inc. .............. 12 
Blumenthal Bros. "Chocolate 2 A 
Brazil Nut Aa Ass'n .. .Oct. 58 
Burckhalter, C. W., Inc. ...... July ’58 
California Almond Growers Exchange 6 
Clinton Corn Processing Co. ...Nov. ’58 
Corn Products Refining Co. ........ 18 


Dairyland Food 

Laboratories, Inc. .............. 40 
Dodge & Olcott, Inc. ....Second Cover 
Durkee Famous Foods 43 


ate Chemical Company, 
ihe k daae <b bases KK Third Cover 


Wamu Laboratories, Inc. ..Nov. °58 


cturers. 


x 2.2 


RAW MATERIALS 


Food Materials Corporation ....July 58 
Foote & Jenk, Inc. ............ Oct. 58 
Fritzsche Brothers, Inc. ........... 8 
Gunther Products, Inc. ........ Nov. ’58 
Hennsingsen Foods, Inc. ....... July *58 
Hooton Chocolate Co. ............. 40 
Hubinger Company ........... Oct. 58 
Kohnstamm, H., & Company, Inc. .. 10 
Lenderink & Co. N. V. .........-+- 44 
8 ¢ RSS Re eri Nov. 58 


Merckens Chocolate Company, Inc. .. 48 


National Aniline Division, Allied 
Chemical & Die Corp 


National Food Products ....... July ’ 


INDEX 


Advertisements of suppliers are a vital part of the industrial 
its readers. The following firms are serving the readers of The Manvfacturing Confec- 


publication's service to 
of these suppliers 


Nestle Company, Inc., The ........ Ii 
Nu Coat Bon Bon Company ....... 
The Nuiomoline Div. American 





Eo Ree Nov. 
Pfizer, Chas. & Co., Inc. .......s.0- 1 
SE DOE co hace bn vbw ib kane 6 Pa 35 
Refined Syrups & Sugars, Inc. .Sept. 
Staley, A. E., Mfg. Co. ....... se: 
Stan 2: Brands, oe Sauukan Nov. '38 
Stanme, Wm. J. Co. ...2..-e-00ne 4 
Sterwin Chemie Yat. sacs. ose 
Sunkist Growers ........... Back Cover 


Verona-Pharma Chemicals Corp. . July '58 


Western Condensing Co. ...... Nov. 
Wilbur-Suchard Chocolate 

oe ee re Nov. ‘38% 
Wm. Zinsser & Company ...... Nov. 38) 


PRODUCTION MACHINERY AND EQUIPMENT 


Aasted Chocolate Machine Co. .Sept. 58 
Baywood Manufacturing Company 


CuMed ace Mara pe OC kin p oeeE RES July ’58 
Buhler Brothers ............. Nov. ’58 
Burns, Jabez & Sons, Inc. ......... 7 
Burrell Belting Co. ........... Nov. ’58 
Cantab Industries ................ 33 
Carle & Montanari, Inc. ....... Nov. ’58 
Fred S. Carver, Inc. .......... Nov. 58 
Cincinnati Aluminum Mould Co. Nov. ’58 
Confection Machine Sales Co. ..Oct. ’58 
Crescent Metal Products, Inc. . .July ’58 


Greer, J. W., Company ........ Oct. ’58 
Hamilton Copper & Brass Co. ..July 58 
Hansella Machine Corp. ........... 28 
Lehmann, J. M., Co., Inc. ..... Nov. ’58 
SS SEE TI TEES 39 
Molded Fiber Glass Tray Co. . .Sept. *58 


National Coatings Corporation .Nov. ’58 
Pulverizing Machinery Division .July ’58 
E. T. Oakes Corporation ...... July ’58 


eee ee ee 


Savage Bros. Co. ......0:s0c0s8eum 


Sheffman, John, Inc. ..........++++ 
Standard Casing Co., Inc., The .... 3 
Stehling, Chas. H.., ee. scone Nov. ‘38 
Taylor Instrument Co. ........ May 3 

ouet Maschinenbau-Aachen ...... 3 


Union Confectionery Machinery 


Vacuum Candy Machinery Co. .Sept. ® 
Voss Belting & Specialty Co. ..Nov. ® 


PACKAGING SUPPLIES AND EQUIPMENT 


American Viscose ................ 20 
Amsco Packaging Machinery Inc. ... 16 


RS EER IB Tg ene some Nov. ’58 
Cooper Paper Box Corporation . .Oct. ’58 
Daniels Manufacturing Co. ....Nov. °58 
Diamond “Cellophane” Products .... 51 


E. I. du Pont de Nemours & Co. . Oct. ’58 
Federal Paper Board Co. ...... Sept. 58 


General Packing Division ...... Aug. ’58 
Hayssen Manufacturing Co. ........ 29 
Hudson-Sharp Machine Co. ........ 24 
STE oe og sick bin ee July ’58 
Ideal Wrapping Machine Company .. 30 
Knetchel Laboratories ............ 22 
Lynch Corporation ............... 4 
Mercury Heat Sealing Equipment 

RR. 25 Nank arcane ea ote Nov. ’58 
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NE 6... veges oon css tae 
Murnane Paper Co. .........-++++* 


Package Machinery Co. ....... June ® 
Rhinelander Paper Company .....--+ 


Sealright Co., Inc. ........... Sept. Sym ¢ 

Supermatic Packaging Cor Comp. 

Sweetnam, George 

a hanes eee July 
age Packag age Machinery Feb. 3 
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Ee cage’ 
= | &0 
ekcale imitation coffee flavor. Every 


ious drop of Felcafe #89 has a character thet is truer to real coffee than anything you can get. Packs everything you want in 

. .Sept. coffee flavor—stability, potency, non-volatility. Use 3 ozs. to 100 Ibs. of hard candy...1-1% oz. per 100 Ibs. cream center... 
0zs. to 100 Ibs. of puddings...8 ozs. to 100 Ibs. of milk powders...4-8 ozs. to 100 Ibs. of pharmaceutical preparations, ice 
mixes... beverages, etc. Request free sample and additional information. FEL TON chemical co., inc., 

599 Johnson Avenue, Brooklyn 37, N.Y. Sales offices ond plants in major cities, Conodo and overseas. 














EXCHANGE 


LEMON OIL 


always pure 
absolutely uniform 
authentic U.S.P. oil 


WHEN JUST AN OUNCE OR TWO of lemon oil can glo- 
rify —or ruin—a hundred-pound batch of your 
product, why gamble? 

Use only Exchange Brand Lemon Oil, U.S.P., Cali- 
fornia Cold-pressed. 

Made exclusively from their own California and 
Arizona lemons by the Sunkist Growers — the people 
who know citrus best — Exchange Lemon Oil is care- 


fully cold-pressed, skillfully bulk-blended fo 
matchless uniformity. 

Sunkist Growers pack and seal every container- 
from the 7-pound tin to the 395-pound drum=i1 
their own plant, and guarantee every drop to be pure 
U.S.P. quality oil — unadulterated, unsophisticated 
Always look for the word “Exchange” on the tampél 
proof container seal. 


PRODUCTS SALES DEPARTMENT ¢ ONTARIO, CALIFORNIA 


Distributed in the U.S. by: Dodge & Olcott, Inc., 180 Varick Street, New York 14, N.Y. / Fritzsche Brothers, Int, 
76 Ninth Avenue, New York 11, N.Y. / Ungerer & Company, 161 Avenue of the Americas, New York 13, N.Y. 











